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TAKING ADVANTAGE 
OF AFTERMARKET 
OPPORTUNITIES 


The lemon car. Sooner or later 
every dealership ends up selling one. 
And although the automobile’s bitter 
performance is rarely your fault, a 
dissatisfied customer could take 
you to court. And squeeze your 
dealership for a lot of money. 

But not if you’re protected by The 
Specialist. Unlike most garage liability 
policies, Universal Underwriters 
covers your dealership for defense 
costs in suits filed by customers 


unhappy with their automobile 
purchase. Plus, Universal covers you 
for defense costs in lawsuits brought 
against your dealership because of 
dissatisfaction with a repair or 
service job. 

Broader defense coverage. It’s just 
one more reason why Universal 
Underwriters has the most complete 
dealership coverage money can buy. Call 
1-800-821-7803 toll-free today for more 
details. Ask for Marsha Thompson. 


5115 Oak Street, Kansas City, MO 64112 


Not available in all states. 
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Dealers and Lemon Laws 


LEMON LAW: these are among the most controversial words facing dealers today. And, as state 
legislatures begin consideration of such consumer protection legislation in coming sessions, deal- 
ers are concerned with their liabilities. 

But most dealers are probably unaware of an existing consumer protection law that has a 
similar effect to these new proposals. The Uniform Commercial Code, or UCC, is already in effect 
in every state but Louisiana. It has a number of disadvantages for dealers. 

The UCC allows a buyer to revoke acceptance of a product if that product has a defect that 
substantially impairs its value or performance. Thus, a consumer may return an automobile toa 
dealer if he or she feels that the car has such a defect. The dealer must resolve the complaint or ac- 
cept the return. And this right to revoke ownership is only limited by the terminology “a reasona- 
ble period of time.” In other words, the dealer is on the line. 

Under proposed lemon laws, however, the dealer may have some protection. First, lemon 
laws generally set a limited period for correction of the defect. (Those passed to date, California 
and Connecticut, limit it to four visits or 28 days out-of-service.) 

Secondly, any claim of “defect” must be supported by objective evidence, not subjective con- 
sumer opinion, as in the case of the UCC. Third, lemon laws require a consumer to exhaust arbit- 
ration procedures established by either the manufacturer or seller to solve customer complaints. 
(This must be done prior to litigation, under most lemon laws.) Finally, lemon laws require the 
manufacturer, not the seller, to repurchase the defective product from the consumer. 

Such legislation can be beneficial for dealers, since it is in the best interests of the factory to 
work with a dealer to resolve a consumer complaint. 

On the face of it, lemon laws don’t seem to disadvantage dealers. But dealers should be aware 
of their shortfallings. It should be remembered, however, that they do not absolve dealers of lia- 
bility because consumers may still pursue redress under the Uniform Commercial Code. 

Our advice is that iflemon laws are a “hot” topic in your state, it is in your best interest to en- 
sure that such legislation includes these provisions: 

@ Provide only for cause of action against manufacturers. 

e@ Allow third-party mediation prior to litigation. 

@ Require that a “defect” be substantial and that it relate to the product’s use and value. 

@ Require a buyer to give notice of complaint directly to the manufacturer. 

While Connecticut and California are the only states that have passed consumer protection 
laws this year, 15 legislatures are considering similar laws at this writing. Others may follow 
suit in the future. We are monitoring ongoing legislative efforts and will also be drafting 
suggested amendments to ensure that dealers are protected as such laws are considered. CC 
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ealers launch car-care 
program. “Car Care for 
Safety,” a new audiovisual 


program designed to teach drivers 
how to keep their vehicles in safe 
operating condition, is available 
from the Dealers Safety & Mobil- 
ity Council, an affiliate of the 
Highway Users Federation. 

The 13-minute filmstrip presen- 
tation has already been released to 
more than 8,500 new-car, truck 
and tire dealers across the coun- 
try. These dealers, in turn, are 
loaning the programs to local ser- 
vice clubs, driver education class- 
es and other audiences interested 
in learning more about car care. 

In layman’s terms, “Car Care for 
Safety” explains basic ways to care 
for vehicles, and how to spot prob- 
lems before they become maior re- 
pairs. The package comes with a 
sound cassette and background 
materials, including a discussion 
leader’s guide and checklists for 
motorists. 

Dealers interested in learning 
more about “Car Care for Safety” 
should contact John McCawley, 
Dealers Safety and Mobility Coun- 
cil, Suite 500, 1776 Massachusetts 
Ave., N.W., Washington, DC 
20036, (202) 857-1253. 
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Georgia association honors 
dealer. The Georgia Automobile 
Dealers Association (GADA) has 
created a special award in honor of 
one of its former presidents, 
Thomas Callaway Jr. The Tom 
Callaway Distinguished Directors 
Award will be presented each year 
to a serving member of the GADA 
Board of Directors who has dis- 
played outstanding service to the 
association. For more than 30 
years, Callaway operated Calla- 
way Motors, an Oldsmobile deal- 


ership in Decatur. In addition to 
his work with GADA, he served 
five consecutive 3-year terms as 
the NADA director from Georgia. 

The first Tom Callaway Distin- 
guished Directors Award was pre- 


NADART keeps on grow- 
ing. The National Automo- 
bile Dealers and Associates 
Retirement Trust (NADART) 
is celebrating its 25th birth- 
day. This year, assets in- 
creased to a new high and 
earnings credited to partici- 
pants were also the highest 
since 1976. 

NADART was established 
October 4, 1957 to provide 
NADA members and their em- 
ployees with an opportunity to 
accumulate capital on a tax- 
deferred basis for supplement- 
ing social security and other 
income at retirement. Today, 
there are approximately 5,000 
NADART plans in force with 
more than 66,000 employees 
covered. 

As of June 30, 1982, 
NADART participants had ac- 
cumulated more than $500 
million in equity, up from 
$453.8 million the previous 
year. The NADART fund, the 
primary investment vehicle 
for NADA pension and profit- 
sharing plans, returned 10.3 
percent in the fiscal year 
ended June 30. The interest 
for calendar year 1982 will be 
12 percent. The voluntary 
guaranteed income account 
will return 12 percent to par- 
ticipants for calendar year 
1982, and the rate of return is 
expected to be equal or higher 
in 1983. 


sented to Charlie Pike, Charlie 
Pike Chevrolet-Buick, Warner Ro- 
bins. 
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Northwood dedicates library. 
Northwood Institute recently 
opened its Margaret Chase Smith 
Library Center, located in the sen- 
ator’s home town of Skowhegan, 
ME. 

A tribute to the 4-term senator 
from the state of Maine, the li- 
brary will house the historic and 
extensive library collection Smith 
accumulated during her 36 years 
of public service. 

David Fry, president of North- 
wood, envisions the library center 
as an active academic facility 
where young scholars can study 
government, politics, economics 
and business. “The library is, 
among other things, the base for 
our efforts to bring government 
and enterprise closer together,” he 
says. 

In 1979, Smith donated her 
house and 12 acres of land to 
Northwood, the business-oriented 
college with campuses in Michi- 
gan, Indiana and Texas. 
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Other Northwood news. 
Harold Rockwell has been named 
dean of automotive studies for 
Northwood Institute. In his new 
position, Rockwell will be respon- 
sible for the college’s automotive 
program development. He will 
also serve as the liaison with deal- 
er associations and auto manufac- 
turers. Rockwell is the former 
owner of Row Motor Sales and 
Auto Leasing of Grand Rapids. He 
also is a past president of the 
Michigan Automobile Dealers As- 
sociation. 
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The Sign 

of The Times... 
When It’s Time 
to Move Cars 


AUTHORIZED 
LEASING 
DEALER 


The Baldwin-United Authorized Leasing Dealer knows the time to sell cars is now. And time is 
important. That’s why Baldwin-United guarantees 3 hour credit approval. We forward payment 
for the lease in 24 hours. Joining the Baldwin-United Dealer Network is the way for your dealer- 
ship to move cars in greater volume now. Your customer benefits by conserving cash in reduced 
monthly payments and by driving a newer car more often. Your dealership benefits by reducing 
new car inventory and by receiving your cash payment right away. 


To find out more about becoming a Baldwin-United Authorized Leasing Dealer and moving 
more cars now, call our Toll Free Numbers . . . 1-800-543-0369; or 1-800-582-7397 in Ohio. 


Baldwin-United Leasing Company 
Automotive Division 

1801 Gilbert Avenue 

Cincinnati, Ohio 45202 


General Motors Acceptance Corporation practically 
invented automotive financing. When we set up shop 
over 63 years ago, car financing was almost unknown. 

Since then, thousands of GM Dealers (and millions 
of new-car buyers) have come to depend upon GMAC 
for their financing needs. As a matter of fact, we’ve 
extended more automotive credit than any other financial 
institution in the world. That makes us your most 
experienced automotive credit source. 

And we've continued to anticipate your needs by 
expanding our services in new and innovative ways. 
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RETAIL 


Consistent, dependable source. | 
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Extra income from rentals. 


ve put it all together 
so GM Dealers can do it all. 


Ways to make it easier for you to merchandise cars and 
trucks. Ways to make it easier for your customers to buy, 
lease or rent them. 

Whatever your financing requirements — retail, 
wholesale, leasing, daily rental or a capital loan—GMAC 
is ready with plans and know-how to help make your 


dealership the trans- G MA C 


portation center in 

your community. 
THE FINANCING PEOPLE 
FROM GENERAL MOTORS 


We’re committed to 


helping GM Dealers do it all. 


“Construction, expansion. 


Complete Dealer Financing Services 


For more information circle # 11. 


a 


november 1982 volume 4, number 11 


NADA 
SERVICES CORP. 
BOARD OF DIRECTORS 


George W. Lyles, High Point, NC 


William C. Turnbull, Huntington, WV 


H. E. Derrick, Jr., Lexington, VA 
William J. Symes, Pasadena, CA 


Wendell H. Miller, Binghamton, NY 


Robert M. Burd, Washington, NJ 
Frank C. Davis, Jr., Nashville, TN 
James P. Jennings, Glenview, IL 


Denzil W. Rose, Hilo, HI 
Arthur T. Irwin, Lima, OH 


Frank E. McCarthy, McLean, VA 


Taking Advantage Of Af- 
termarket Opportunities 


a ——— 


Is An Individual Retire- 
ment Account For You? 


automotive 
executive 


EDITORIAL STAFF 


Publisher, Robert C. Daly 

Managing Editor, William P. Steinkuller 
Associate Editor, Gary James 
Contributing Features Editor, Ted Orme 
Contributing Editor, Sam E. Polson 
Production Manager, Donald E. Wheeler 
Graphics Coordinator, Sharon V. Milburn 
Production Coordinator, Mary Quiring 
Editorial Assistant, Staci Harvey 


features 


NADA Committees: For The 
Members, By The Members 


WBPA 


automotive executive (ISSN 0195-1564) is 

ublished monthly by the NADA Services 
Caso. , a wholly owned subsidiary of NADA. 
Subscription rates delivered prepaid in U.S. 
and U.S. possessions $12.00 per year, $15.00 
elsewhere. Single copies delivered prepaid 
$2.00. Multiple subscription rates available at 
discount rates. Second class postage paid at 
McLean, VA and additional mailing offices. 
Copyright 1982 by the NADA Services Corp. 
The statements and opinions expressed 
herein are those of theindividual authors and 
do not necessarily represent the view of 
automotive executive, the NADA Services 
Corp. or the National Automobile Dealers 
Association. All editorial communications 
should be addressed to automotive executive, 
8400 Westpark Dr., McLean, VA 22102. 
Postmaster: Send address cahnges to 
automotive executive, 8400 Westpark Dr., 
McLean, VA 22102. 


Mini-Group Program 
Offers Big Services 


An NADA pilot pro- 
gram is generating 
a lot of excitement among 
small dealers. 


1 Often overlooked, 2 
aftermarket sales ly, 


Designed proper- 3 
IRAs _ contain 
major 


AZ takes a look at 3 
the heart of the asso- 
ciation—the committees 
that make it all happen. 


offer dealers an attractive 
profit source. 


some 
pluses. 


tax-saving 


m6 Convention Workshops: Credit For Your Work. 
For the first time, workshop attendees will receive 


ay 


special credit along with superb education. 
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Qualifying 


f all the steps involved in selling motor vehi- 

cles, qualifying is one of the most critical. 

Proper qualifying- can help you determine 

how best to present and demonstrate the vehicle, and 
it helps make closing a deal a lot easier. 

It has always mystified me that so many sales- 
people fail to learn as much about their prospective 
customers as they know about their products. There’s 
no denying that product knowledge is essential. A 
salesperson needs to learn as much as possible about 
the vehicle he or she 
sells—about its power, 
performance, handling 
ease, rideability and 
economy of operation. 

Along with that, 
however, a profession- 
al salesperson should 
learn as much as pos- 
sible about a prospect, 
and continue to add to 
that knowledge once the prospect becomes an owner. 


Proper qualifying lets you know if the prospect has 
champagne tastes but a beer budget. It enables you to 
determine a prospect’s needs rather than his desires. 
And proper qualifying for today’s sale helps assure 
repeat customers in the future. All this happens be- 
cause qualifying enables you to put the right cus- 
tomer in the right car. 


Prospect knowledge is something you have to take 
the time and energy to ferret out for yourself. When 
most customers come into the showroom, they usu- 
ally have a pretty good idea of what type of car they’re 
most interested in buying. Your job, if you’re going to 
fully satisfy the customer (and make the sale), is to 
take that initial information and fine-tune it to 
help the customer choose exactly the right car for his 


“Good qualifying lets you know 
if a prospect has champagne 
tastes but a beer budget.” 


or her needs. 

What kind of questions do you ask in order to learn 
more about the prospect and put him or her in the 
right car? Without getting nosy, you need to acquire a 
clear sense of the performance and comfort the cus- 
tomer requires. Here are some of the questions that 
can help you serve a customer better: 

Will the car be used for pleasure, driving to work or 
both? (If high mileage is a factor, then economy of 
operation may be important.) 

Will the car be used 
for car-pooling? (If so, 
a station wagon may 
be best). 

Is the car going to be 
a second car for a 
spouse? 

Will the car be used 
for towing a camper, a 
boat, a trailer? (Weight 
and horsepower are 

major factors in this type of buying decision.) 

Does the prospect have a family? (If so, and there 
are four children, then a 2-seater probably is not 
what the prospect needs.) 

The prospect’s trade-in may also provide you with 
some helpful information. Sure, it can’t speak, but a 
good look at a car’s tires, mileage, age, general wear 
and condition can all give you more clues about the 
driver’s tastes and needs. 

A prospect’s clothing and appearance may also be 
telling. But be careful: The guy who’s dressed to the 
nines may not be able to afford the car he wants; the 
guy in scruffy jeans may be rich. 

In short, prospect knowledge is just as important as 
product knowledge. Taking the time to carefully 
qualify can help you close more customer-pleasing 
deals. LJ 
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This column is prepared exclusively for automotive executive by Joe Girard, named the World’s Greatest Salesman 12 times by the Guinness Book of World Re- 
cords. All questions or comments pertaining to this column should be mailed to: Selling Yourself, automotive executive magazine, 8400 Westpark Dr., 
McLean, VA 22102. 
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| Nov. 3-5 DEALERS, MANUFACTURERS, _—Nov. 30-Dec. 3 
| SUPPLIERS AND DISTRIBUTORS LOUISVILLI 
30th Annual These Are Your Shows! 20th Annual 


Recreation Vehicle National RV Show 
and Manufactured RVIA Dodger Stadium and Louisville Shows Will Host Kentucky Fair and 
Housing Show the Newest ’83 Models, Supplies and Equipmentin § =*Position Center 


Dodger Stadium 
Los Angeles, CA 


Our Expanding Industry Louisville, KY 


Dodger Louisville 
Show Schedule: Trade Only — Not Open to Public Show Schedule: Trade Only — Not Open to Public 


Wed.—Dealer Workshop 9 a.m. Tues.—Show Open 9 a.m.-5 p.m. 
Show Open 9 a.m.-4 p.m. Dealer Management Workshops 12 Noon 
Dealer Party 8 p.m.-Midnite Wed.—Show Open 9 a.m.-5 p.m. 
Thurs.—Dealer Workshop 9 a.m. Dealer Management Workshops 12 Noon 
Show Open 9 a.m.-4 p.m. Thurs.—Special Guest Speaker 
Fri.—Show Open 9 a.m.-1 p.m. Joe Girard 8 a.m. 
Show Open 9 a.m.-5 p.m. 


Open to Public: Nov. 6-14 Only Dealer/Exhibitor Party 8 p.m.-Midnite 


Frii—Show Open 9 a.m.-2 p.m. 
For Dodger Attendance & Exhibit Info: For Louisville Attendance & Exhibit Info: 


RVIA Western Region Offi i 3) RVIA National Offi < i 
1748 Katalla, Suite 206 we 744-532-1688 PO. i 204 “ 800-336-0154 


Orange, CA 92667 213-485-0254 | chantilly,vA 22021 703-968-7722 
This is the most important event / @® ) Manufacturers/Suppliers, reserve your 
of the year for the RV industry. | RVIIA\ | space! Get on the Move in ’82 at the RVIA 
Dealers, sign up! ( MU | Dodger/Louisville shows! 
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Now... TERMS GUARD” 
the Super Single Source. 


Now there's one Super Single Source for & Anti-theft program x Fabric Protector 
all of your major aftermarket programs... 


THERMO-GUARD. Only THERMO-GUARD _ * Service Contract * Sound Deadener 
provides the dealer principal with complete program 

control of all your profit centers...from an Ep * Vinyl Protector 
international company...with a full “no * Credit Life 


hassle" warranty service to protect your * Accident & Health 
dealership. 


Deal with one company for the best. * Premium financing 
most profitable aftermarket profit center * Professional Marketing 
programs. Make it THERMO-GUARD * Paint Sealant Consultants 
...your Super Single Source. 


* Rustproofing 


* Tire Sealant 


It's about time someone 
gave you a helping hand. 


THERA GUM 


THERMO-GUARD, INC. « International Headquarters: 
5546 W. Oakland Park Boulevard Fort Lauderdale. FL 33313 
305-735-4700 in Florida « Toll free (800) 327-5120 
IN CANADA: 277 Lake Shore Road East Suite 209 
Oakville, Ontario, Canada L6J1H9 « (416) 842-4990 
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Court rules in favor of DOT 
in Ford transmission 
investigation 


NADA files court brief 
supporting congressional 
veto of FTC’s Used Car Rule 


wy 


FTC’s orders conflict 
with bankruptcy law 


In its continuing and hopefully final battle against the FTC’s proposed 
Used Car Rule, NADA’s Legal Group has filed a brief supporting the 
constitutionality of the congressional veto of the rule last May. 

The constitutional challenge has been raised by two consumer 
groups, which contend that the legislative veto provision contained in 
the Federal Trade Commission Improvements Act of 1980 is 
unconstitutional (Consumer Union of the U.S. Inc., and Public Citizen, 
Inc., vs. FTC, et al., D.C. Cir., Case No. 82-1737, June 29, 1982). 

NADA’s brief supported the overall statutory authority of Congress 
to veto FTC rules and to limit FTC rule-making power. The brief also 
argued that the court has no jurisdiction to answer the constitutional 
question submitted by the district court because the case is not a true 
“case or controversy” as required by Article III of the US. Consitution. 

Watch this column for further developments. 


The U.S. Court of Appeals, District of Columbia Circuit, has upheld the 
Department of Transportation’s (DOT) settlement of a recent safety de- 
fect investigation involving certain Ford vehicle transmissions. These 
are the widely publicized transmissions accused of slipping from park 
into reverse. The suit had been brought by the Center for Auto Safety, 
which charged that DOT lacked the authority to settle defect 
investigations short of the two stages—initial and final determination 
of alleged defects—prescribed by the National Traffic and Motor 
Vehicle Act. 

In this case, the DOT made an initial determination that a safety- 
related defect did exist and could result in “inadvertent rearward 
movement” of Ford vehicles. However, a final determination, which 
would require a recall, was never made. Instead, the DOT general 
counsel reached an agreement with the manufacturer to send out 
letters informing all owners of the vehicles in question of the initial 
safety defect determination. The Center for Auto Safety attacked this 
tentative settlement, arguing that the general counsel lacked the 
authority to decide an investigation in this manner, and was, therefore, 
not in compliance with the act. As interpreted in the act, however, the 
court ruled that since a final determination was never issued the Center 
for Auto Safety’s argument was invalid. 


Due to a potential conflict between FTC orders covering automobile 
manufacturers’ repossession practices and the current federal 
bankruptcy law, a modification of these orders has been authorized. 

Currently, the FTC requires that domestic automobile manufacturers 
send post-repossession notices to financing customers if a bankruptcy 
petition has been filed by or against the customer. This order, however, 
is not always consistent with Title 11 of the U.S. Code covering 
bankruptcy, which contains a provision governing the manner in which 
a debtor can retain collateral and the limitations of the creditors to that 
collateral. Since bankruptcy law preempts all other orders and gives 
final authority to the courts, the FTC plans to alter its order to 
eliminate the requirement of post-repossession notification in cases 


where a bankruptcy petition has been filed by or against a financing cus- 
tomer. 


© 


a 


= 


Private sales not covered by The New Hampshire Supreme Court recently ruled on a question that 

New Hampshire’s consumer consumers are not protected by the New Hampshire Consumer Protec- 

protection law tion Law in the private sale of a used vehicle (Chase vs. Dorais, No. 82- 
031, .N.H. Sup. Ct., July 2, 1982). 

When an advertisement characterizing a 1963 used car as being in 

“good condition” appeared in a local newspaper, the plaintiff inspected 
the car and purchased it for $800. In order to pass state inspection, 
however, he had to pay $600 for repairs. He then filed suit under the 
Consumer Protection Act for negligent misrepresentation. The court 
adopted Massachusetts’ interpretation of a similar statute that such a 
sales transaction would not fall under the Consumer Protection Law 
because it did not take place in a trade or business context. The 
defendant had, in fact, made a misrepresentation of the car. However, 
the plaintiffs inspection prior to the purchase of the car ruled out any 


injury to the plaintiff. ~~ 
NADA defeats Fed’s proposed Under revised Regulation Z, as adopted by the Federal Reserve Board in 
rules on seller “buy-downs” April 1981, points paid by a seller to a credit source to obtain below- 


market consumer financing were excluded from the finance charge, 
even if the points were passed through to the consumer in a higher 
retail price. Such rules applied to dealers and other sellers who were not 
named creditors or initial payees on credit obligations. 

Eager to commence Truth-in-Lending enforcement actions, the FTC 
urged the Fed to adopt new advertising and credit disclosure rules for 
transactions involving seller’s points. On July 27, 1982, the Fed 
published a number of complex disclosure rules, with a view towards 
adoption by October 1. NADA concluded that the Fed’s proposals were 
another example of regulatory “overkill.” Adoption of such rules would 
not only have imposed substantial burdens on dealers in seller buy- 
down” transactions, but could have resulted in elimination of below- 
market interest incentive programs. 

This August, NADA joined with lenders, home builders and realtors 
to form a united front against the Fed’s proposals. By the end of the 
comment period, nearly 300 bankers, mortgage lenders, dealers and wy 
others had written to oppose the rules. Roughly 80 percent of all parties 
participating opposed the Fed. 

On September 29, the Fed’s Board of Governors met to consider 
adoption of seller’s points rules. Obviously swayed by the opponents’ 
outcry, the board voted 5 to 2 to reject all proposals to further regulate 
seller “buy-downs.” 

This is a major victory for the dealer body. Dealers who are not 
“creditors” under revised Regulation Z in a given transaction may 
continue to exclude seller’s points from the finance charge, even if 
added to the price to consumers. And, more importantly, below-market 
interest programs have been preserved as viable sales incentives. Cc 


This column is prepared by the Legal Group of the National Automobile Dealers Association. Because this column is national in scope, the discussion of cases and 
legal problems is necessarily limited and general. When specific legal questions arise, you should consult a competent attorney in your state. For further informa- 
tion or questions concerning the items appearing in this column, write: Legal Briefs, NADA Legal Group, 8400 Westpark Dr., McLean, VA 22102. di 
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“As a dealer or general agent, it’s comforting 


7. United Credit Insurance, Corporation— 
to do business with one company that 


Credit life and dealer development. 


constantly provides their dealers aa agents 8. United Dealer Group, Leaseguard 
with new, dealer profit oriented products, Corporation— 
insured by the world’s largest i insurance Dealer and independent leasing program. 
companies. This is our commitment to you.” 9. United Marketing Concepts— 
Provide a proven successful service contract follow- 
| up program targeted to anyone who declined a con- 
tract initially. This dealer direct mail Recovery & 
Marv Cowdrey Retention Program costs you nothing and increases 
~President your service absorption fe 
1. United Dealer Group, Inc.— 10. United Systems 2000— 
Service contract marketing throughout ha Telephone solicitor follow-up for low penetration 
continental U.S.A. Underwritten by one of the dealers regarding ahs rst het 
largest insurance conglomerates in the world. a mt ee omasr oa cen, 
2. United Dealer Group, Australia LTD— inte progr 


12. United Guardian Protection— 


Australia, New Zealand. An unlimited service contract insuring against rust 


3. United Dealer Group, Canada LTD— perforation. We can rustproof 5000 cars an hour. 

4. United Unigard— 13. United Theftshield— 
Used car high mileage. Six point program, first day Dealer and consumer theft protection. 
coverage. Up to 24 months coverage. 14. United Dealer Development— 

5. United Unigard Plus— Programs designed to assist dealers in better cash 
Used cars eligible to 100,000 miles, no model year management, and tax sheltering through one of the 
restrictions. Premium finance available. world's largest and leading financial institutions. 


6. United Financial Inc.— 
An exclusive program to finance the sale of the ser- 


vice contract on our new and used car programs. At 
10% APR. 


For more information and an agent in your area call our toll free 
number today: 800-528-3602. In Arizona call 602-954-8555. 
WE STILL HAVE ROOM FOR YOU UNDER THE UDG UMBRELLA. 


UNITED DEALER GROUP 


Financial & Insurance Marketing 
3020 East Camelback Road, Suite #195, Phoenix, AZ 85016 


Agent Inquiries Invited. 
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NADA Opposes 
Domestic Content Bill 


iting the probability of higher new-car prices, 

reduced model availability and higher un- 

employment among automobile dealers and 
their employees, NADA Executive Vice-President 
Frank E. McCarthy testified September 28 in opposi- 
tion to the proposed “Fair Practices in Automotive 
Products Act” (H.R. 5133) before the Subcommittee 
on Trade of the House Committee on Ways and 
Means. 

“NADA opposes H.R. 5133 or any other local con- 
tent proposal which would force manufacturers 
either to build in this country or substantially reduce 
the number of vehicles they make available to the 
American consumer,” McCarthy said. “Foreign in- 
vestment should be based on economic decisions and 
not legislative fiat.” 

From an international perspective, McCarthy said 
such local content legislation was a “clear and admit- 
ted violation of existing treaty agreements” and 
would invite “almost certain retaliation by foreign 
governments.” From the perspective of the automobile 
dealer, he felt the legislation would have an adverse 
impact on domestic and import dealers alike. 

Because many studies indicate that domestic con- 
tent legislation would probably result in price in- 
creases for import and domestic cars and reduced 
model availability, McCarthy said, “There is no real 
question in the minds of small business dealers that 
enactment of H.R. 5133 would result in substantially 
higher unemployment among automobile dealers 
and their employees.” 

The country is painfully aware of the plight of some 
250,000 unemployed auto workers. But a fact less 
publicized, McCarthy pointed out, “is the staggering 
attrition and unemployment that has occurred at the 
retail level. Since the current downturn began in 
1979, approximately 3,500 new-car dealers have 
been forced to close their doors and more than 


120,000 dealer employees have lost their jobs.” 

McCarthy blamed this primarily on high interest 
rates and car prices, and said that H.R. 5133 will only 
“aggravate an already perilous situation by unneces- 
sarily raising new-car prices for the American con- 
sumer who is already resisting higher prices.” 
Higher prices would result from limiting foreign 
competition and the ability of the domestic manufac- 
turers to search for low price components, and would 
“only serve to drive more consumers away from new- 
car purchases and ultimately retard the industry’s 
revitalization program,” he added. 

The proposed legislation creates additional UAW 
jobs at the expense of further dealership closings and 
loss of jobs by dealership employees, McCarthy 
stated. The result, if a Congressional Budget Office 
analysis is correct, will be a net loss in jobs. That 
being the case, the federal government would merely 
be “redistributing employment, pitting the jobs of 
one sector of the economy against the jobs in another 
sector,” said McCarthy. “NADA believes that this ap- 
proach is patently unfair. 

“The solution to increased employment and a 
healthy domestic automobile industry is not the 
adoption of a domestic content bill whose benefits are 
dubious at best,” McCarthy added. “Rather it is to get 
the federal government on solid financial footing so 
that interest rates are reduced and sustained 
economic growth can ensue. Additionally, NADA 
would continue to urge the U.S. trade delegation to 
vigorously pursue corrections in the policies of other 
nations that inhibit free international trade. 

“NADA recognizes the frustration in dealing with 
nations whose trade policies fail to reflect a free mar- 
ket approach. Nevertheless, the U.S. should not 
abandon the principal of free trade for a domestic con- 
tent law which will raise prices for the American con- 
sumer and further reduce auto sales.” 


—_—_————— —————— es 


This column is prepared exclusively for automotive executive by the Legislative Division of the National Automobile Dealers Association. All comments or ques- 
tions pertaining to this column should be mailed to: On The Hill, automotive executive magazine, 8400 Westpark Dr., McLean, VA 22102. 
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Tom Biltcliffe, Al Parker Buick 


Lou Ehlers, Lou Ehlers Cadillac 


You'll see lots more of them when 
GM dealers discover what's new for ’83 in 
the GM Continuous Protection Plan. 


For 1983, the GM Continuous Pro- 
tection Plan offers you increased 
base profits, plus an upscaled quar- 
terly bonus program for more total 
profit potential than ever before. 

In fact, GM dealers who achieve 
good sales penetration could earn 
over 30% more on every Plan they 
sell! 

Remember, that’s bonus money 
paid every quarter by GM in addition 
to your up-front profit from initial 
Plan sales. 

But extra profit is only part of the 
good news. The GM Continuous 
Protection Plan has always been easy 
to sell because of the GM name, and 
now it’s even easier because the pro- 


Dean Coulter, Coulter Cadillac Jerry Richardson, Richardson Chevrolet 


Martin Lustgarten, Martin Chevrolet-Buick 


Smiles. 


Henry Faulkner, Faulkner Oldsmobile 


gram’s simpler. For 1983 there will 
only be two Plans. The popular 
36/36 and 48/50 Custom Plans. 

With either one, your customers 
will get America’s No. | selling new 
vehicle service contract... with the 
emphasis on service and customer 
satisfaction. 

Unlike the competition, the GM 
Plan covers parts and components 
even if they wear out, not just fail 
through possible defects. What’s 
more, your responsibility for admin- 
istration of the terms of the Plan is 
minimal because the GM Continu- 
ous Protection Plan is a contract 
between GM and the vehicle owner. 

Add it all up and the bottom line 


For more information circle # 7. 


Tommy Heainer, Heafner Motors, Inc 


Bill Gray, Massey Buick 


Terry Shaver, Terry Shaver Pontiac 


Vince Maita, Maita Oldsmobile 


spells extra profit for you and extra 
satisfaction for your customers. If 
that’s the kind of return you’d like to 
share in, ask your zone representa- 
tive for more details on the GM 
Continuous Protection Plan today. Or 
write, Manager, GM Continuous 
Protection Plan, General Motors 
Corporation, 2-241 General Motors 
Building, Detroit, Michigan 48202. 

You'll find out just how easy it is 
to join the dealers who are already 
smiling. 


Continuous 


Protection 
Plan 


ecals, rear window lou- 
vres, custom steering 
wheels and sheepskin 


seat covers in a new-car store? 
Don’t scoff. Dealers have already 
discovered the high profits from 
aftermarket sales of paint seal- 
ants, rustproofing, air condition- 
ing, custom sound systems, cruise 
control, lighting, pinstriping and 
special door and fender moldings. 
Additional appearance and con- 
venience items, once the exclusive 
domain of automotive chain and 
discount stores, are a natural ex- 
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profits 


by Ted Orme 


tension of that trend, and more 
and more dealers are discovering 
that their showrooms, service 
lanes and parts departments are 
the perfect places to market these 
high-profit, low-risk items. 
According to a recent survey by 
Automotive News, “Half of today’s 
dealers generate up to one-fifth of 
their profits through extras, and 
nearly 4 of every 10 dealers make 
21 to 40 percent of their profit that 
way, with the percentage continu- 
ing to grow at nearly two out of 
three dealerships.” With the 
number of vehicles on the road and 
total miles driven expected to in- 
crease, and with the vehicle popu- 
lation aging, aftermarket sales of 
both parts and accessories are 
forecast to remain strong. And 


there is no reason why new-car 
dealerships should not take their 
share of retail sales in this growth 
area. 

Julian C. Morris, president of 
the Automotive Parts and Acces- 
sories Association (APAA), points 
out that most studies show the af- 
termarket is generally undersold. 
“That being the case,” he says, 
“you would have to conclude that 
there is an opportunity for every- 
one to increase sales. And as far as 
accessories are concerned, I think 
this field is on the threshold of be- 
coming bigger than ever.” 

Morris predicts the trend to- 
wards individualizing cars “will 
grow consistently,” and adds that 
he “would be very surprised if the 
new-car dealer didn’t see that as 
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an opportunity. Using aftermar- 
ket pieces to dress up a showroom 
car is not a new strategy, but I 
often marvel that more dealers 
don’t do it.” 

Dennis Hill, marketing director 
for the Specialty Equipment Mar- 
ket Association (SEMA), agrees 
that aftermarket cosmetic items 
such as spoilers, louvres, pin- 
stripes, custom wheels, seat cov- 
ers, floormats, window tinting and 
the like can help sales of new- and 
used-car models. He adds that 
buying these items from a man- 
ufacturer, local jobber or 
wholesaler offers the dealer more 
inventory flexibility and a wider 
range of options, often at higher 
profits than OE accessories. He 
also points out that, “We are work- 


ing more closely with automakers 
to come up with products for cur- 
rent models so there is no after- 
market lag.” 

The degree to which dealers 
have penetrated the “dress-up” af- 
termarket varies considerably. 
Some dealerships carry so much 
stock that they resemble local dis- 
count stores, while others limit 
their aftermarket offerings to a 
few shelves in the showroom. But 
regardless of the approach, dealers 
are finding new profits in acces- 
sory sales to both new-car buyers 
and those who want to keep “Old 
Blue” running and looking good 
one more year. 

Probably the undisputed master 
of aftermarket accessory sales is 
Larry Hinkle, owner of Hinkle 


Jeep Sales in Pickens, SC. Hinkle 
became the “world’s largest Jeep 
dealer” by selling all his Jeeps at 
$150 over dealer’s invoice and 
then offering customers an irresis- 
tible selection of every OE and af- 
termarket part and _ accessory 
known to Jeep. Hinkle’s parts de- 
partment, which he calls “the 
candy store,” is a 1-stop Jeep shop- 
pers’ paradise, offering everything 
from tires, wheels and _ perfor- 
marce parts to custom tops, horns, 
pinstripes, bumper stickers and, 
yes, even fuzzy dice. 

What Hinkle could not find to 
his liking in the aftermarket, he 
had made to his own specifications 
or he manufactured himself. 
Every product that leaves his 
store, however, carries with it 
Larry Hinkle’s personal guaran- 
tee. All aftermarket items are 
carefully chosen to make sure the 
quality and reputation of its man- 
ufacturer are sound. 

“It doesn’t hurt any worse to tell 
it like it is,” says the down-home 
Hinkle. “I mean people are hun- 
gry—starving to death—for 
businessmen to do what they say 
they'll do. It’s not good enough to 
just hand a product to a customer, 
smile and say you'll have to talk to 
the manufacturer about the 
guarantee.” 

Testimony to the success of this 
sales practice comes once a year at 
Hinkle’s “Customer Appreciation 
Day,” when 1,500 dressed-out 
Hinkle Jeeps converge on nearby 
Gatlinburg, TN, for a weekend of 
family fun and give-away games. 
In a sort of revival atmosphere, 
Hinkle gives out more than 
$20,000 worth of Jeep parts and 
accessories (most donated by their 
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manufacturer), topping it all off 
with a grand prize of a new CJ-5. 
What does Hinkle get out of this 
nearly $50,000 weekend? “The 
best advertising there is,” he 
chuckles. 

Jeep sales in Pickens are one 
thing, but what about mainstream 
dealers in the rest of the country? 
A quick look down “Auto Row,” ad- 
jacent to NADA’s headquarters in 
McLean, VA, revealed some other 
successful approaches to market- 
ing accessories. Clearly visible in 
the busy service lanes of Moore 
Cadillac, for instance, are three 
glass-enclosed showcases contain- 
ing a full line of Cadillac acces- 
sories and car-care products as 
well as jewelry, pen and pencil 
sets, medallions, nameplates and 
security systems. 

Parts Director Dean Sos says 
that the displays, which he design- 
ed and installed directly in front 
of the parts department, “have 
greatly increased impulse sales of 
accessories.” He points out, how- 
ever, that owner Jacques Moore 
sticks pretty much with GM parts 
because he can trust the quality. 

But Sos has found some after- 
market items which sell very well. 
In fact, he now stocks enough cus- 
tom floormats for older Cadillacs 
to supply a number of East Coast 
Cadillac dealers. And, surpris- 
ingly, he also does a good business 
in service manuals, exploding the 
myth that there are no do-it-your- 
self Cadillac owners. 

Across the street, at Tysons 
Toyota, there is no shyness about 
displaying aftermarket  acces- 
sories. The walls of the parts de- 
partment are literally filled with 
goodies. In fact, parts manager 
Frank Van Doren says when they 
took all the stuff down to paint the 
walls, sales of accessories fell to 
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An independent auto parts store? No, it’s the parts department at Tysons, VA Toyota. 


“nearly nothing.” Van Doren says 
he sells to both new-car buyers and 
to a lot of do-it-yourself owners of 
older cars. As in chain stores, he 
says most aftermarket items are 
bought on impulse. 

Items that are hot currently in- 
clude car covers, leather steering- 
wheel covers, rear window louvres 
and decals. But Tysons Toyota also 
does a good business in car-care 
products and such low-cost items 
as key fobs, plastic cup holders and 
even Toyota T-shirts. He says that 
you have to buy carefully and stay 
aware of which items are in de- 
mand. 

Tysons Toyota owner Steve Hor- 
vath believes, as many dealers do, 
that accessory sales should come 
after the new-car sale. “I think 
that with the economy what it is 
today,” says Horvath, “people buy 
cars based on monthly payments. 
With too many add-ons, a buyer 
may not qualify for financing or be 
able to afford the payments.” 

Monthly payments are not as 
big of a problem in the more pros- 
perous Sun Belt, but at Autohaus 
Inc., a Dallas Mercedes dealer, ac- 
cessories are still relegated to the 
parts department. The depart- 
ment, in this case, is located right 
next to the service cashier. Acces- 
sory retail specialist Mike Adams 
reports he cannot keep enough 
stock of such fast-moving items as 


sterling silver, pewter and leather 
key chains. He also does a brisk 
business in floormats, European 
lighting and custom wheels, as 
well as a full line of Mercedes ac- 
cessories and car- care products. 
One of his hottest items, how- 
ever, is a line of custom-fitted 
sheepskin seat covers. With a 
covered Mercedes seat that cus- 
tomers can actually sit on dis- 
played in the parts department, 
Adams says he moves four or five 
pairs of these $325 skins a week. 
Autohaus’ supplier of sheepskin 
seat covers, Lone Star Sheep Co. of 
Ft. Worth, TX, maintains that 
dealers could probably improve on 
those numbers by installing the 
covers on showroom cars. “The 
thing that is so puzzling to me is 
that the best place in the world to 
sell asheepskin seat cover is in the 
new-car dealership,” says sales 
manager Mike Clark. “Here’s a 
market item that will increase 
dealers’ tickets on the average of 5 
percent or more, and they don’t 
realize how easy it is to sell.” 
Many new-car dealers seem to 
be lazy,” Clark continues, “and 
this is the biggest problem they 
have in selling accessories of all 
kinds. I have a program where I 
give a dealer a set of covers pro- 
vided they go on a showroom car. I 
have set up a number of dealers 
and there is a tremendous differ- 
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These specially designed accesory dispay cases have greatly improved impulse sales at Moore Cadillac in McLean, VA. 


ence between the ones that move 
seat covers and the ones that don’t. 
Success rests with the sales staff 
and the guy in the parts depart- 
ment.” 

Clark says the key to selling 
seat covers, or any high-line acces- 
sory, is to train the sales staff on 
the benefits of the product, and to 
show them there is something in it 
for them. With his top-of-the-line 
seat covers selling to dealers for 
$170 and retailing for $325, he 
says, “There is enough there for 
everybody.” To boost interest, 
Lone Star also awards a $400 
sheepskin coat to each salesman 
who sells 20 pairs of seat covers a 
year. 

R.D. Thomas, sales manager for 
Dino Products, Ft. Lauderdale, 
FL, a manufacturer of custom 
wood steering wheels, shares 
Clark’s frustration. “I can see 
dealerships of every make in the 
country making substantial prof- 
its from steering wheels, but I 
can’t get in to talk to them.” As an 
example of the kind of profits to be 
made, Thomas points to one Chev- 
rolet dealer in Florida who has 
equipped all his fast-moving 
Camaros with custom steering 


wheels. He is having no problems 
charging a premium for a wheel 
that normally retails for $110 and 
sells to the dealer for slightly more 
than half of that. 

Like Clark, Dino’s Thomas 
maintains that such items must 
have the support of the sales staff 
and be equipped on a showroom 
model to keep sales up. “It’s the 
first thing you see and touch when 
you sit in a car, and it grabs the 
buyer’s attention immediately,” 
he says. “But hung on the wall of 
the parts department, it’s just 
another item.” 

But accessories are not only val- 
uable as add-ons to fast-moving 
models. Hess & Eisenhart, custom 
converters and coach builders in 
Cincinnati, OH, recently worked 
with the local Oldsmobile zone 
manager to come up with a special 
pinstriping package and an easily 
installed rear air foil to dress up 
slow-moving Firenzas and other 
GM J cars. The project was such a 
local success, reports sales man- 
ager Bob McMahan, that Hess & 
Eisenhart is now marketing the 
package nationwide, and inves- 
tigating additional appearance ac- 
cessories for other GM models. 


“The nice thing about any of 
these items, whether they are ours 
or others,” says McMahan, “is you 
can order in a few of these things 
and try them. If they fly, great. If 
they don’t, you haven’t lost much 
or tied your books up in the pro- 
cess.” 

Not all accessory suppliers 
agree that their products are right 
for new-car dealerships. Mike 
Judge, vice-president of Hol- 
lywood Accessories, one of the 
largest companies offering com- 
plete lines of low-cost impulse ac- 
cessories, frankly admits that 
most dealerships “don’t have 
enough room or walk-in trade to 
handle our products.” As a result, 
Hollywood Accessories markets 
most of its products through chain 
stores. 

Before you proceed into the 
tricky arena of high-profit, rela- 
tively recession-proof accessories, 
the watchword should be caution. 
Know the product and its supplier 
and precisely how they can benefit 
your operation. 

But do get to know this field bet- 
ter. Like almost every aspect of the 
automotive business, this one con- 
tains plenty of opportunities. [] 
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Custom Grille 
A new low-profile custom 
grille is available for 1979- 
83 Cadillac Eldorados. The 
grille offers a hood cap that 
fits flush with the contour of 
the Eldorado front end. 
Made of 14-gauge steel and 
dual nickel, the grille comes 
complete with a Cadillac 
wreath and crest hood orna- 
ment. Manufacturer: E&G 
Classics Inc., Columbia, MD. 


Paint Sealant 
Poly-Seal contains polymer 
resins, which penetrate the 
painted surfaces of the car, 
as well as chrome and bright 
metal parts. According to 
the manufacturer, Poly- 
Seal’s hard-shell, high-gloss 
finish doesn’t smear or 
streak. Manufacturer: BAF 
Industries, Santa Ana, CA. 


For more information circle # 83. 


Undercoating System 


Quaker Koat undercoating, 
packaged in 1-quart cannis- 
ters and a heavy-duty appli- 


Road Wheel 
The Momo Polaris is avail- 
able exclusively in a 7Jx15- 
inch size with bolt patterns 
to fit BMWs and Mercedes- 
Benz automobiles. This cus- 
tom wheel is offered with 
heat-polymerized silver 
paint. Manufacturer: Momo 
Accessories, Alexandria, VA. 


For more information circle # 81. 


T-Roof 
A Skylite T-roof is available 
for 1982-83 Pontiac Firebirds 
and Chevrolet Camaros. The 
roofs feature a full, glass-to- 
glass design, single handle 
latch mechanism and a 
water management system 
that directs water off the 
roof. Manufacturer: Cars & 
Concepts, Brighton, MI. 


For more information circle # 82. 
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cation gun, is a semi-fluid 
mastic with a non-asbestos 
filler. According to the man- 
ufacturer, the product weath- 
er proofs a vehicle’s under- 
body, helps deaden sound 
and insulates against road 
heat and cold. Manufac- 
turer: Quaker State Oil Re- 
fining Corp., Oil City, PA. 


For more information circle # 84. 


Radar Detector 
According to the manufac- 
turer, Spectrum offers sen- 
sitivity four times greater 
than any other detector now 
available for cars. It features 
both audible and visual 
alarms, as well as two alarm 
levels. It has only three con- 
trols: a pushbutton on/off, a 
filter for extraneous signals 
and a volume control. Sen- 
sitivity is controlled auto- 
matically. Spectrum mounts 
on either the dash or vi- 
sor. Manufacturer: Whis- 


tler, Westford, MA. 


For more information circle # 85. 


Car-Care Products 
Ready-Prep is a fast-acting 


formula for removing 
grease, gum, spots and 
stains from upholstery as 
well as tar, silicones, under- 
coat overspray and gums 
from car finishes. Glase- 
Gard paint sealant is a glass- 
like polymer that hardens to 
a clear transparent armor 
seal out atmostpheric pollut- 
ants. Fab-Guard protector 
clear-coats upholstery fib- 
ers. It permits easy wipe-off 
of spills and prevents dirt 
from imbedding between fib- 
ers. Sound-Gard is a rub- 
berized undercoating that 
blankets road hum, click- 
clack, and gravel ping. Man- 
ufacturer: Automotive In- 
ternational Inc., Cincinnati, 


OH. 


For more information circle # 86. 


Rustproofing System 
A low-pressure rustproofing 
system that features dispos- 
able containers has been in- 
troduced. According to the 
manufacturer, the system’s 
newly designed packaging 
reduces storage and inven- 
tory requirements. The sys- 
tem uses snap-on 1-quart 
containers and wands, so no 
pouring is necessary. Man- 
ufacturer: Tuff-Kote Dinol, 
Warren, MI. 


For more information circle # 87. 


Spot Remover 
A new spot remover called 
Aci-dox Cream helps remove 
spots caused by hard water, 
acid rain, bird droppings and 
cement. Aci-dox Cream is 
applied over the spot and al- 
lowed to stand for five to ten 
minutes. This product is for- 
mulated to remain moist for 
long periods of time, even 
when exposed to the air. 


Manufacturer: Total Sys- 
tems Technology, Pitts- 
burgh, PA. 


-15y- 


For more information circle # 88. 


cat 


= 


MONEY 


SENSE 


How to Analyze a Stock 


hat is the key to making money on Wall 
Street? Of course, there is no surefire for- 
mula for successful investing, but knowledge 
of a stock can improve your chances of picking the 
best times to buy and sell. 

There are two different methods for arriving at 
these judgments: fundamental analysis and techni- 
cal analysis. Both are concerned with value—with 
determining whether a stock is underpriced, over- 
priced or fairly priced relative to certain guidelines. 


Fundamental Analysis 


According to fundamental analysis, each stock has 
an intrinsic value based on what the company is ex- 
pected to earn and pay out in dividends in the future. 
In most cases, that intrinsic share value is the same 
as the stock’s current price. Sometimes, however, a 
stock may be overvalued or undervalued because 
changes within the company, the industry or the 
economy that will affect future earnings growth have 
not yet been recognized in the marketplace. 

The secret to fundamental analysis is to look for 
changes that affect a stock’s real value but that are 
not yet reflected in the stock’s price. You can find the 
information you need in company financial reports, 
brokerage house reports and in financial publica- 
tions available in most libraries. 

You must assess the quality of the company’s man- 
agement, its competitive position within the indus- 
try, the outlook for that industry, technological de- 
velopments and the possible impact of economic con- 
ditions. 


Important Questions 


You must also review relevant financial data. 
Among the important questions to consider: What is 
the company’s rate of sales and earnings growth— 
past, present and projected? Is the company’s profit 
margin—what it earns on its sales—widening? If so, 
earnings are growing faster than operating expenses. 
How does return on invested capital compare to re- 
turns offered by other companies in the same indus- 
try? Is the company’s balance sheet strong enough to 


finance growth? 

Put your conclusions in perspective by examining 
how the company’s shares are priced relative to the 
rest of the market. Compare the company’s price 
earnings (p/e) ratio to the average p/e multiple for the 
market as a whole. If the stock’s growth prospects are 
better than other corporations on average and its p/e 
ratio is lower than the market average, then the 
stock is undervalued and might very well be a good 
buy. Conversely, if the stock’s multiple is higher than 
the market’s and its growth outlook is poor, the stock 
is overvalued and might be a good sale candidate. 


Technical Analysis 


Technical analysis says that stock prices are deter- 
mined by supply and demand, and that future price 
trends can often be predicted by studying past price 
movements and trading activity. Full-blown techni- 
cal analysis is a complex art, characterized by 
strange terminology and sophisticated charting tech- 
niques. However, understanding a few of the basic 
concepts may produce big rewards. 

According to technical analysis, a stock’s price 
should move within a defined range, called a trend 
channel. That trend channel is bounded by a support 
level (a price that the stock is unlikely to drop below) 
and a resistance level (a price that the stock is un- 
likely to rise above). When a stock makes an ex- 
tended price advance or decline, it eventually breaks 
out of the old channel. At some points the stock will 
stabilize again after hitting a new peak or bottom and 
begin trading within a new trend channel. Key 
junctures in a stock’s price movements are pin- 
pointed by carefully reviewing its prior trading pat- 
terns. 

Both types of stock analysis are important tools in 
making buy-and-sell decisions, and using the two in 
tandem can enhance investment returns. You might 
like a stock but postpone buying temporarily because 
technical factors suggest it is poised for an imminent 
decline, and you may be able to buy it for less later. Or 
you might use technical analysis to help you time the 
sale of a stock you no longer like to coincide with the 
end of a rally in the stock. 
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Detroit 
_ Update 


Predicting Future Tastes 


decade ago, Ford Motor Co. spent more than $1 
million to take 700 European consumers from 
five countries to Switzerland to look at some 

tiny front-wheel-drive cars. 

That December in Lausanne, the Europeans 
evaluated seven cars for a wide variety of likes and 
dislikes. The cars were a Fiat 127, a Honda Civic, a 
Peugeot 104, a Renault 5, two small Fords and one De 
Tomaso. All the cars were painted white, and none 
carried a name plate or identifying mark. The 
evaluators were paid for their time, but not told it 
was Ford money. 

The results of that large car clinic were tabulated 
- and examined in detail. The study was one of several 
that led to the production of the Ford Fiesta. 

Ford will almost certainly never conduct another 
car clinic like that one. The reason: Ford’s top man- 
agement has decided the customer only knows so 
much about what he or she really wants. And the 
farther out in the future the car model is, the less 
likely the customer is to be right about his or her own 
desires. 

John J. Telnack, Ford’s chief design executive, puts 
it this way: “We don’t rely nearly as much on market 
research as we have in the past. We listen to it, but we 
make our own decisions.” That’s particularly true 
when it comes to styling, he adds. 

An interesting, complex problem is involved here. 
Ford has found it’s virtually impossible to get a po- 
tential customer to give a valid critique on acar being 
designed for two or three years down the road. “An’83 
car will do better than an ’86, because we can’t condi- 
tion the public to forecast future tastes. Today’s car or 
this fall’s car will always come out better,” Telnack 
says. 

Ford has gone to mild extremes to put people into a 
futuristic state of mind, he says. One experiment in- 
volved projecting participants into a hypothetical fu- 
ture. An official-looking TV newscaster set the mood 
on a TV screen: “This is 1986. The price of gasoline is 


Near the top of Ford’s future file is the concept car known as the 
Aerovan. A small van built on an Escort platform, the Aerovan fea- 
tures a “fast front” silhouette. 


$3.50 a gallon. Russia’s just invaded who knows 
what.” 

“We got them thinking about 1986, right?” Tel- 
nack asks. “But that lasted only about three seconds. 
People can’t seem to project.” 

Future buying preferences are of critical impor- 
tance to Telnack and his staff. The company wants to 
make every car as fuel-efficient as possible, but that 
’86 or 87 model has to appeal to buyers or it’s dead. 

That raises another question. Isn’t the rush to 
build more slippery cars going to end up making 
them homogenized in appearance? 

Not at all, Telnack answers. 

At the auto show in Frankfurt last year, the show 
cars on display looked like the designers had been 
told to “make ’em aerodynamic—super aerodynamic,” 
he remembers. 

Those cars “all had impressive drag numbers,” Tel- 
nack says. “And yet they all looked totally different. 
No way would people walk in and say those cars 
looked alike.” 

Is Telnack optimistic? By the 1987 model year, he 
thinks a “solid” 50 percent of Ford’s cars will have 
drag coefficients below 0.30—and that is more slip- 
pery than any car sold in the U.S. today. 


This column is prepared exclusively for AE by Doug Williams, a Detroit-based automotive writer. All comments or questions pertaining to this column should be 
mailed to: Detroit Update, automotive executive magazine, 8400 Westpark Drive, McLean, VA 22102. 
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IR&5 CLASSICS, INC. 


There isa 
Difference! 


New ‘‘Designer Classic’ Dual 
Window Package For GM ‘'A’’ Bodies 


Our Simulated Convertible Adds A 
Sporty’ Elegance To The Seville 


Wouldn't You Really Rather Have A Buick? 
Our Very Popular Lincoln Simulated Convertible. With Our “‘New’’ Mini Hood Cap. 


IN 
AVAILABILITY, QUALITY AND SERVICE 


IB&5 CLASSICS, INC. 


8909 McGaw Court * Columbia, Maryland 21045 
Call For The Distributor Nearest You 800-638-7815 


For more information circle # 8. 


Why this magazine 
and more tha 


n 
900 others letus 


go over their books 
once a year. 


some magazines, we're sorry to say, keep their 
readers undercover. They steadfastly refuse to let BPA 
(Business Publications Audit of Circulation, Inc.) or any 
other independent, not-for-profit organization audit their 
circulation records. 

On the other hand, over 900 publications (like this 
one) belong to BPA. Once a year, BPA auditors examine 
and verify the accuracy of our circulation records. 

This audit provides the name, company, industry and 
job title of every reader each publication reaches. The 
information helps advertisers to determine if they are 
saying the right thing to the right people in the right place. 

It also helps somebody else important: you. Because 
the more a publication and its advertisers know about you, 
the better they can provide you with articles and 
advertisements that meet your informational needs. 

BPA. For readers it stands for meaningful information. 
For advertisers it stands for meaningful readers. Business 
Publications Audit of Circulation, Inc. 

360 Park Ave. So., New York, NY 10010. BPA 
We count, so your ads will. 
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Is An IRA 
For You? ... 


You’ve waited for this particular 
bank statement for a long time. It’s 
a special statement that you often 
thought might never come. But you 
faithfully did what was required 
and never missed a payment, even 
when it seemed impossible to con- 
tinue. Now you carefully slit open 
the envelope, pull out the state- 
ment, and slowly read down to the 
bottom. The statement says: “Your 
IRA balance is $1,001,133.” Yes, 
you are a millionaire at age 63. You 
have at long-last achieved the secu- 
rity you worked so hard for all 
those years. 


illions of Americans 
now have the opportu- 
nity to become million- 
aires thanks to changes in tax law 
and the magic of compound inter- 
est. Unfortunately, most people 
won't take advantage of the new 
opportunities offered by Indi- 
vidual Retirement Accounts 
(IRAs). They either don’t have 
enough time, money, patience or 
interest to forgo today’s spending 
for tomorrow’s security. 

For those who make the effort, 
however, IRAs offer an effective 
way to shelter current income 
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from taxes while saving for retire- 
ment. Because no taxes have to be 
paid on contributions to an IRA or 
on dividends, interest or capital 
gains earned by the account until 
you take the money out, the com- 
pounding can have a real multi- 
plier effect on the growth of your 
savings. While an IRA may not 
necessarily provide you with a 
happily-ever-after life of leisure 
and comfort, it can provide addi- 
tional financial security during re- 
tirement years. 

The questions relating to IRAs 
are not simple, and the answers 
can be quite different for each indi- 
vidual. What an IRA will achieve 


25 


for you depends greatly on your 
own unique circumstances and ob- 
jectives. Let’s examine some of the 
recent changes in law that have 
made IRAs much more attractive. 

The Economic Recovery Tax Act 
of 1981 (ERTA) essentially opened 
up [RAs to everyone. While IRAs 
have been around since 1975, only 
a small percentage of wage ear- 
ners actually participated because 
of eligibility restrictions. Until 
ERTA, all workers covered by 
company pension plans were re- 
stricted from participating in 
IRAs. Now anyone can have an 
IRA. 

Another major change brought 
about by ERTA is an increase in 
the amount of money that can be 
contributed to an IRA free from 
taxes. Effective January 1, 1982, 
the yearly tax-deductible contrib- 
ution was increased from $1,500 to 
$2,000. The ceiling for 1-income 
married couples was also boosted 
from $1,750 to $2,250. And if both 
husband and wife work, the new 
law allows each to contribute 
$2,000 to an IRA as long as they 
each earn more than $2,000 per 
year. This is money that can be de- 
ducted right off the top of taxable 
income. No taxes are paid until re- 
tirement, when tax brackets gen- 
erally are lower. 

When ERTA was first promul- 
gated, one of its principal ar- 
chitects, Rep. W: Henson Moore 
(R-LA) said the IRA provision was 
“one of the great ‘sleepers’ in the 
president’s tax bill.” But the press 
made sure than this “sleeper” re- 
ceived all the publicity it deserved. 
Sylvia Porter put it bluntly: “You 
will be an outright fool if you don’t 
grab for the benefits offered to you 
by the new tax law.” 

By December 1981, just one 
month before the IRA’s effective 
date, financial institutions were 
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Exhibit 1. IRA Tax Savings for Various Incomes 


Taxable Income 
(Joint Return) 


$ 7,600 -$11,899 
11,900- 15,999 
16,000- 20,199 
20,200- 24,599 
24,600- 29,899 
29,900- 35,199 
35,200- 45,799 
45,800- 59,999 
60,000- 85,599 
85,600 and over 


taking out full-page ads with 
headlines such as “You’ve Helped 
Millions Retire, Now Help Your- 
self’? and “Are You Eligible for 
One of the Biggest Tax Breaks in 
History?” Some ads, designed to 
make you think about where to 
put your money, read “All IRAs 
May Look the Same Until You Re- 
tire” and “All IRAs Are Not 
Created Equal.” The most enticing 
ads told you that “You Can Be- 
come a Millionaire by Opening an 
IRA Today.” 

Why all the hullabaloo? What 
did this law do to make industry 
sources predict that more than $25 
billion would pour into new [RAs 
in the first year from between 40 to 
50 million previously ineligible 
workers? Besides making IRAs 
eligible to just about everyone, the 
law significantly sweetens the 
tax-savings pot at a time when 
most Americans are desperately 
looking for tax relief. 

Let’s look at a simple example. 
Say you're married and your joint 
income is $30,000. That puts you 
in the 33-percent tax bracket. If 
you contribute the maximum 
$2,000 to an IRA in 1982, you can 
deduct the full $2,000 on your 
1982 tax return. It doesn’t matter 
whether you itemize deductions or 
not; you will have an actual tax 
savings of $660 ($2,000 x 33 per- 
cent). (See Exhibit 1 for tax sav- 
ings at different income levels. 
Exibit 2 illustrates the tax savings 
for several tax brackets and con- 
tribution levels. In general, the 
higher your tax bracket, the great- 
er your savings from an IRA.) 

Tax deferral is the second im- 
portant advantage of IRAs. All in- 
terest, dividends and capital gains 
generated by IRA funds are al- 


Top Tax Bracket 


Tax Savings on $2,000 
IRA Contribution 


$ 320 
380 
440 
500 
580 
660 
780 
880 
980 

1,000 


lowed to accumulate without cur- 
rent income tax. Even though 
taxes will have to be paid when 
funds are withdrawn, this break 
allows capital to accumulate much 
more rapidly than it would in simi- 
lar taxable investments. Exhibit 3 
illustrates how investing $2,000 
per year for 20 years at 10-percent 
interest per year would build-up 
for a 39-percent bracket taxpayer 
with and without an IRA. Without 
an IRA, the total would grow to 
$48,933. With an IRA, because of 
tax deductions and tax deferrals, 
the total would be $132,049—an 
increase of $83,116. This is cer- 
tainly one good reason for inves- 
tigating an IRA. 

Some other good features of 
IRAs: (1) The money you deposit is 
100-percent vested immediately. 
That means you own all of the 
funds at all times, unlike some 
other pension plans where you are 
only particially vested each year. 
(2) You can move (rollover) your 
funds at least once each year— 
sometimes more often—and not 
incur any tax liability. (3) Cre- 
ditors cannot touch your IRA ac- 
count (unlike savings or stocks). 
(4) You can put your IRA money in 
just about anything except “collec- 
tibles,” such as stamps, coins, art 
or gems. 

One might ask, “Can anything 
really be that good?” Admittedly, 
IRAs do have some drawbacks. All 
is not as rosy as the ads would have 
you believe. For example, many 
ads claim that if a single person 
deposits $2,000 each year in an 
IRA, in 35 years the fund will 
reach the million mark. The banks 
arrive at this total by figuring a 
12-percent rate of return on each 
year’s deposit. Most institutions, 
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For years, AC Cruise Control (K-35) has been a popular @ It can be set to maintain lower, fuel-saving speeds. 


option on larger cars. Now GM dealers are ordering it @ AC Cruise Control provides the added convenience 
at a record pace on their new smaller cars—for a lot of of the “Resume Feature.” 


good reasons... @ It's easy to sell from inventory because people try 
@ Cruise Control can add profit for the dealer...andvalue _ it andlike it. 


for the customer at resale time (according to recent Blue e AC Cruise Control is specifically engineered for the 
Book, Red Book and N.A.D.A. Used Car Guides). GM car in which it is factory-installed. 


—_—__—_—_—___ Specify K-35 for your demos and inventory. 
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aan WO jh ¥ AC Spark Plug 


AC Spark Plug Division, 
General Motors Corporation, 
CHEVROLET CAMARO 1300 N. Dort Highway PONTIAC FIREBIRD 
Flint, Michigan 48556 


“What an IRA will achieve for you depends greatly 
on your own unique circumstances and objectives.” 


Exhibit 2. Tax Savings for Various IRA Contributions 


19% Bracket 33% Bracket 49% Bracket 
Yearly Tax Net Tax Net Tax - Net 


Contribution Savings Contribution Savings Contribution Savings Contribution 


$1,000 $190 $ 330 $ 490 
$2,000 $380 $ 660 $ 980 
$2,250 $427 $ 742 $1,102 
$4,000 $760 $1,320 $1,960 


$ 810 
$1,620 
$1,823 
$3,240 


$ 670 
$1,340 
$1,508 
$2,680 


$ 510 
$1,020 
$1,148 
$2,040 


however, do not guarantee a spe- 
cific rate of return over the life of 
an IRA. 

Another factor worth consider- 
ing is the future purchasing power 
of your fund. Will $1 million be 
worth $1 million in today’s pur- 
chasing power 35 years from now? 
Most experts agree that it will be 
worth substantially less. 

The penalties for premature 
withdrawal must also be given 
careful consideration. If you with- 
draw money before the age of 59% 
you will have to pay a penalty to 
the IRS of 10 percent on the 
amount withdrawn, as well as reg- 
ular income taxes. Many banks 
and other financial institutions 
also charge penalties for early 
withdrawal or transfer of funds. 
(You are also required by law to 
begin withdrawing funds before 
the end of the tax year in which 
you reach 701% years old). 

Institutions that offer IRAs are 
required to spell out their policies 
on withdrawals and other matters 
in a “disclosure statement.” This 
document must be shown to you 
before you open an IRA. It should 
include a section or chart detailing 
the earnings potential of your 
IRA. The disclosure statement 
also tells you that you may revoke 
your IRA account within seven 
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days of establishment and receive 
a full refund. 

Because there are as many dif- 
ferent types of IRAs as there are 
cars in the showroom, dealers 
should talk to various financial 
advisers before making any deci- 
sion. Among the institutions offer- 
ing IRAs are banks, savings and 
loans, insurance companies, 
brokerage houses, credit unions 
and the NADA Retirement Trust. 

One could fill up a book discus- 
sing the pros and cons of each. 
There are IRAs that invest in sav- 
ings certificates, money market 
instruments, mutual funds, stocks 
and bonds, and more. Which is 
best for you depends on your own 
individual situation. Take a close 
look at your income goals and 
expecially at your tolerance for 
risk. 

If security of funds is a priority, 
you may want to invest in a gov- 
ernment-issured certificate of de- 
posit, fixed annuities or fixed-in- 
come securities. On the other 
hand, if you have good income po- 
tential and a solid base of other in- 
vestments, you might want to in- 
vest part of your retirement ac- 
count more aggressively— 
perhaps in growth stocks. For a 
mix of income and “capital ap- 
preciation, a combination of 


growth stocks and_ high-yield 
bonds may prove best. 

Mutual funds are an expecially 
attractive IRA vehicle. They offer 
almost unlimited investment al- 
ternatives, diversification of risk 
and professional management. 
Most importantly, they give you 
the freedom to switch your IRA be- 
tween a family of funds with dif- 
ferent investment objectives. 

Also consider whether you have 
the time and skills to manage an 
IRA portfolio yourself. Many ac- 
counts that are offered through 
brokerage firms are self-di- 
rected—meaning you are respon- 
sible for selecting the invest- 
ments. If you don’t want to get in- 
volved, most institutions will 
manage your account for you for a 
yearly fee. 

One thing to keep in mind with 
IRAs is that you don’t have to put 
all of your eggs in one basket. The 
fund can be distributed according 
to your own special needs. For ex- 
ample, you could invest $500 in a 
local savings and loan, $500 in 
stocks, $600 in a mutual fund and 
$400 in a credit union. 

Secondly, you don’t have to lock 
your IRA funds into one invest- 
ment if you’re not satisfied. Funds 
can be transferred once a year 
(sometimes more often) for no 
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“IRAs offer an effective way 
to shelter income from taxes 
while saving for retirement.” 


Exhibit 3. The Dramatic Difference IRA Tax Savings Can Make 


In The 50% 
Bracket 


($2,000 annual 
investments at 10%) 


MY) without IRA 
ME with IRA 


10 Years 20 Years 30 Years 


charge or for a nominal $5 or $10 
fee. Some IRAs, however, may be 
shifted more easily than others. 

When you are shopping for an 
IRA, be sure to find out whether 
the institution charges a 1-time 
fee for opening the account or an 
annual fee. Also ask how interest 
rates are calculated and whether 
the rate is guaranteed for a specif- 
ic length of time. In some cases, 
there may also be a minimum re- 
quirement for initial and later in- 
vestments. 

If you decide an IRA is the right 
retirement tool for you, start in- 
vesting today. Try to make your 


In The 39% 
Bracket 


($2,000 annual 
investments at 10%) 


WH without IRA 
MM withIRA 


After 
30 Years 


After 
20 Years 


After 
10 Years 


contribution as early as possible 
each year, because the earlier you 
stash that money away, the more 
time it has to accumulate tax-free 
earnings. You still have until 
April 15, 1983 to establish an IRA 
and take a tax deduction for 1982. 

Designed properly, an IRA can 
be one of the best vehicles for com- 
bating taxation and inflation now, 
and for coping with the high cost of 
retirement tomorrow. 


Steve Morris, a certified finan- 
cial planner (CFP), is director of 
administration for the NADA Re- 
tirement Trust. O 
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November 


1 to 7. New England Interna- 
tional Auto Show, Hynes Veterans 
Auditorium, Prudential Center, 
Boston, MA 

2 to 4. Automotive Parts and Ac- 
cessories Association Show, 
McCormick Place, Chicago, IL 

3 to 14. Annual Recreation Ve- 
hicle and Manufactured Housing 
Show, Dodger Stadium, Los 
Angeles, CA 

7 to 10. National Automotive 
Conference, Daytona Beach Hotel, 
Daytona Beach, FL 

8 to 12. SAE National Truck 
Meeting, Indianapolis Hilton, In- 
dianapolis, IN 

10 to 14. International Auto 
Show, Kingdome, Seattle, WA 

17 to 19. Specialty Equipment 
Market’ Associations Annual 
Show, Las Vegas Convention Cen- 
ter, Las Vegas, NV 

17 to 20. Automotive Service 
Councils National Autobody Con- 
ference, Riviera Hotel, Las Vegas, 
NV 

18 to 21. Hawaii Automobile 
Dealers Association Convention, 
Kona Surf, Keahou, Kona, HI 

20 to 28. South Florida Auto 
Show, Miami Beach Convention 
Center, Miami Beach, FL 

30 to Dec. 3. National RV Show, 
Kentucky Exposition Center, 
Louisville, KY 


December 


3 to 5. International Auto and 
Truck Show, Convention Center, 
San Antonio, TX 

5 to 7. Minnesota Automobile 
Dealers Association Convention, 
Radisson South Hotel, Bloom- 
ington, MN 

7 to 9. Mid-Atlantic Energy 
Conference and Exposition, Balti- 
more Convention Center, Balti- 
more, MD 
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Congress Delays Action 
On Highway Tax Legislation 


s the end of the legislative session nears, it 

should be noted that one issue the 97th Con- 

gress did not consider was highway tax legis- 

lation. As a result, dealers have been unable to obtain 

any relief from the problems and costs related to the 

excise tax on trucks and truck parts. There is a good 

chance a major highway bill will be worked on next 

session, however, because the pressures for action are 
many. 

Although legislative action on highway costs did 
not occur this session, there were many indications 
that it would. First, the long-awaited Federal Cost 
Allocation Study—an in-depth report on highway 
costs and the tax burdens of users—was completed in 
May. The need for completing this report was often 
given as a reason for delaying legislation. 

Second, the nation’s roads and bridges continue to 
deteriorate. Badly needed renovations and replace- 
ments can’t be put off much longer. Heavy pressure is 
being put on Congress to act by such groups as the 
railroads and the American Automobile Association. 
These and other interested parties, including ATD, 
have been pushing Congress to stop the deterioration 
of U.S. highways and to maintain the integrity of the 
Highway Trust Fund. Emphasis has been placed on 
the desirability of “user” taxes. 

In fact, Congress claimed to be ready to consider 
the issue, but backed off when it didn’t receive a simi- 
lar commitment from the administration. Although 
Secretary of Transportation Drew Lewis was ready 
several times to make highway legislative proposals, 
each time he was prevented from doing so by Presi- 
dent Reagan. The President made a firm decision not 
to raise fuel taxes this year. Reagan’s stance on this 
one issue was enough to prevent any highway bill 
from being considered. 

ATD efforts for interim relief were stymied be- 
cause of the reluctance of Congress to consider a 


small part of the highway tax issue outside of the con- 
text of a major bill. The general feeling is that no seri- 
ous revamping of highway taxes will take place un- 
less fuel taxes are also considered for increases. 

Why did the President rule out higher fuel taxes? 
After all, he did back a bill that raised more than 
$100 billion in other taxes. The answer is probably 
that fuel taxes are among the most politically sensi- 
tive taxes. The 4-cent-per-gallon tax hasn’t been 
raised in 30 years. This tax, which represented about 
25 to 35 percent of the cost of a gallon of gas in the 
1950s, is only 3 percent of the cost today. 

Rep. J. J. “Jake” Pickle (D-TX), the sponsor of the 
ATD/NADA-backed legislation to change the point of 
truck excise tax collection from the wholesale to the 
retail level (H.R. 2936), has often made an observa- 
tion known as “Pickle’s Law:” “Any legislation that is 
politically painful will take place in an odd-num- 
bered year (one with no election).” Because fuel taxes 
can certainly be described as “politically painful,” it 
is not surprising that there was no highway bill this 
year. 

In spite of the lack of legislative action this year, 
ATD’s efforts to obtain relief were valuable. ATD pre- 
sented the dealers’ position to key congressmen, and 
they will have the industry’s views in mind when 
they do consider the issues. 

The outlook for action early next session is promis- 
ing. All the reasons for action continue to exist, and if 
President Reagan does not again put the damper on 
fuel tax increases, action is likely. And there are 
some indications that after the election, the Presi- 
dent will change his position. 

When a major highway bill is considered, there will 
be an opportunity to repeal or reduce the tax or 
change the point of collection. ATD will continue to 
lobby for the dealers’ position as the issues are dis- 
cussed. 


This column is prepared exclusively for automotive executive by David Paxson, director of NADA’s American Truck Dealers Division. All comments or ques- 
tions pertaining to this column should be mailed to: Truck Focus, automotive executive magazine, 8400 Westpark Dr., McLean, VA 22102. 


a SS ss SSS SS hss sess Ss UST 


30 


A 


___ For the members, 


u 


» 


NADA Committees: 


here are a lot of bad jokes 

about committees. Milton 

Berle called them “groups 
that keep the minutes and lose 
hours.” 

As one of America’s oldest and 
largest associations, with a board 
of directors divided into 20 differ- 
ent committees, NADA might be 
ripe for such jokes. Fortunately, 
that is not the case. In fact, with- 
out the commitment and active 
participation of its numerous com- 
mittees, the far-ranging activities 
of NADA would simply grind to a 
halt. 

No association staff can work in 
a vacuum. Whereas NADA serves 
as the eyes, ears and voice of 
America’s automobile and truck 
dealers, the member directors, in 
turn, serve the NADA staff in the 
same capacity. It is this constant 
interaction between staff and 


by Ted Orme 


members that steers the ship. 
NADA directors are usually ap- 
pointed or elected to specific com- 
mittees because of the special 
skills or expertise they possess in 
those subject areas. And because 
committee members serve on a 
rotating basis, the ideas and in- 
itiatives generated by those com- 
mittees are kept fresh. The role of 
these committees is vital, and 
their responsibilities large. 

To begin with, there is the mat- 
ter of overseeing and protecting an 
enormous amount of money. The 
Finance Committee has the 
awesome responsibility for 
NADA’s $40-million annual budget 
and considerable assets. The 
Board of Directors of the NADA 
Insurance Trust is in charge of an 
insurance program that generated 
more than $9.5 million in revenue 
last year, and now has in force 
more than $900 million in term 
life insurance and nearly $400 


million in accidental death and 
dismemberment insurance. In ad- 
dition the Board of Trustees of the 
NADA Retirement Trust is re- 
sponsible for accounting, adminis- 
tration and marketing of a $500 
million trust that serves more 
than 4,000 dealer members and 
80,000 employee participants. 
These committee members must 
help plan, monitor and enhance 
these investments to ensure that 
members are provided with the 
best services and returns. In addi- 
tion, various NADA committees 
maintain oversight and planning 
responsibilities for all revenue- 
generating operations. The Used 
Car Guide Book Committee, for 
example, has the last say on all 
marketing, format and content de- 
cisions relating to one of NADA’s 
most effective money makers, the 
NADA Used Car Guide books, 
which now claim a monthly circu- 
lation of more than 350,000. 
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NADA’s biggest asset, of course, 
is its membership. And since the 
best salesmen for NADA are its 
members, the Membership Com- 
mittee plays a vital role in the re- 
cruitment and renewal process. 
Employing the powerful tool of 
peer persuasion, members of this 
committee work closely with city 
and state associations in a “left 
shoe, right shoe” approach to re- 
cruitment. Any viable dealership 
needs both local and national rep- 
resentation, and one cannot be 
successful without the other. The 
involvement of the Membership 
Committee will be heavily utilized 
during this fall’s recruitment 
drive. 

In the area of services to mem- 
bers, probably one of the most im- 
portant yet least publicized ac- 
tivities is the work of the Industry 
Relations Committee. Few areas 
are of greater concern to auto- 
mobile and truck dealers than the 
franchise agreements and _prac- 
tices of the manufacturer, and the 
expressed goal of the Industry Re- 
lations Committee is to bring bal- 
ance and parity to this relation- 
ship. Any direct input by dealers 
into the manufacturer’s decision- 
making process can only benefit 
this relationship. 

Through its 10 automobile line 
groups and one truck group, 
NADA maintains the highest 
level of contact with auto and 
truck producers and distributors. 
On numerous occasions, the com- 
mittee has been able to help shape 
policies that affect dealers. The 
line groups also work closely with 
dealer councils at every level to 
mediate dealer complaints, and, 
when necessary, dealer surveys 
are conducted by NADA to trans- 
mit dealer sentiment on specific is- 
sues or practices to the manufac- 
turer. 
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Because of the complexity and 
sensitivity of this process, and be- 
cause progress is often measured 
in small increments, NADA mem- 
bers seldom hear about the hard 
work and sometimes heroics of 
this committee. 

An area of NADA activity you 
do hear a lot about, and will be 
hearing more about in the future, 
is business management. The im- 
portance of business acumen is 
painfully obvious these days, and 
it is the role of members of the 
Business Management, Service 
and Parts and New and Used Ve- 
hicle Merchandising Committees 
to guide NADA as it expands its 
services to fill this growing need. 

As a result of the active partici- 
pation and counsel of its members, 
NADA has been able to improve 
and enlarge its wide range of man- 
agement services and publications 
and has dramatically stepped up 
its regular workshop and seminar 
series. If you have been keeping 
track, you may have noticed the 
number, quality and attendance of 
management workshops have 
greatly improved in recent years. 

And speaking of the annual 
NADA Convention, it probably 
would not happen without the di- 
rect involvement and hard work of 
the Convention and Exposition 
Committee. These members do a 
great deal of advance work for the 
convention, including selecting 
the site and the speakers, arrang- 
ing the agenda and determining 
the fees. During the convention 
they serve as moderators and coor- 
dinators. And following the big 
event they help critique the con- 
vention and begin planning for the 
next one. 


Another highly effective and 
critical area of member participa- 
tion is the Government Relations 
Committee. It is no secret that 
every sector of the automobile in- 
dustry has taken its lumps at the 
heavy hand of legislators and reg- 
ulators. With growing success, 
NADA has used its whole dealer 
body to fight excessive and bur- 
densome actions by these bodies. 
Time and time again, dealers have 
organized to express their opin- 
ions on issues to their representa- 
tives, and they have frequently 
been brought to Washington to 
testify before Congress and at reg- 
ulatory hearings. 

The nine line representatives of 
NADA’s American Truck Dealers 
Division (ATD) are also very ac- 
tive in governmental lobbying ef- 
forts. These dealer representa- 
tives also participate in industry 
relations, business management 
and other NADA activities that 
pertain to truck dealers. 

Despite the deregulatory ac- 
tions of the current administra- 
tion, and recent big victories for 
dealers (including the recent Con- 
gressional veto of the Federal 
Trade Commission’s used car 
rule), NADA has not lowered its 
guard. With the active guidance of 
the Government Relations Com- 
mittee, the association continu- 
ally monitors the day-to-day ac- 
tivities of Congress and federal 
regulatory agencies. The legisla- 
tive staff also provides dealers 
with detailed guidelines to help 
them understand and comply with 
new laws and regulations. 

The personal donations contrib- 
uted voluntarily by NADA mem- 
bers have also made the Auto- 


“It is this constant 
interaction between 
staff and members 

that steers the ship.” 


a 


mobile and Truck Dealers Elec- 
tion Action Committee (DEAC) 
one of the nation’s most influential 
political action committees. The 
work of raising and distributing 
those funds falls on the DEAC 
Board of Trustees, which works 
very closely with state and local 
associations. The result has been 
the election of candidates for fed- 
eral office who will listen to deal- 
ers’ views and concerns and who 
will weigh the costs of proposed 
laws and regulations against their 
benefits. 

Another of NADA’s fundamen- 
tal objectives is to promote a posi- 
tive dealer image to the public. 
This is accomplished in a variety 
of ways through several different 
committees, all heavily dependent 
on their membership for success. 

To stress to the driving public 
the importance automobiles and 
trucks play in the high quality of 
life Americans enjoy, the Automo- 
bility Foundation conducts an ex- 
tensive public service advertising 
campaign. The Foundation’s 
Board of Governors is instrumen- 
tal in raising the necessary funds 
to spread the word. 

The Charitable Foundation, 
also funded by member contrib- 
utions, was established by the 
NADA Board of Directors to give 
dealers the recognition they des- 
erve as contributors to worthy 
causes and activities within their 
communities. The Charitable 
Foundation is active in cardiopul- 
monary resuscitation (CPR) train- 
ing, as well as providing grants to 
private schools of higher educa- 
tion for support of the private sys- 
tem of free enterprise. 

The Consumer Affairs Commit- 
tee is primarily involved in the 
promotion and operation of auto- 
motive consumer action programs 

(Continued on page 49) 


The Sales Edge 


Elite Series 


Classic Series 


LSI specializes in automotive 
outdoor lighting systems that 
combine function with elegant 
design... giving you the 
‘sales edge’. Whether 
you’re installing new 
lights or retrofitting 
an outdated system, LSI’s 
lighting experts will evaluate 
and recommend a lighting 


system that’s right for you. 
You'll get straight answers 
about our wide selection 
of designs, featuring the 
latest technology in 
energy efficient and 
low maintenance. 
It’s the kind of service our 
customers have learned to 
appreciate. ..and to rely on. 


For more information, call (513) 793-3200 or 
write for a full-color brochure describing 
our energy-saving systems. 


4201 Malsbary * RO. Box 42419 « Cincinnati, Ohio 45242 
(513) 793-3200 


For more information circle # 14. 
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Cutting Costs 


their managers invariably focus on ways to in- 

crease sales. The theory that if you sell enough 
you are going to eventually generate profit is usually 
correct. However, in today’s marketplace, it is becom- 
ing increasingly difficult for the dealer to get a great- 
er share of the consumer’s dollar. High interest rates 
and fierce competition have made it much harder for 
dealers to generate volume—both on the sales floor 
and in the service department. 

All managers must be acutely aware of the need to 
control costs. Costs range far beyond the salaries of 
the productive personnel who generate the income. 
Areas to watch include shop policy, payroll, advertis- 
ing, utilities, equipment, sublet work and shop 
supplies. The following are some general guidelines 
for keeping tabs on these costs. 

Shop policy. All guidelines for shop activity—in- 
cluding the lines of authorization—should be clearly 
spelled out in writing. This expense should not ex- 
ceed 3 percent of monthly customer-paid labor (in- 
cluding warranty write-offs). 

Sublet expenses. Sublets should not exceed 5 per- 
cent of monthly customer-paid labor. If you are 
spending more than this for ahy one category of sub- 
let (alignments, brake lathe work, etc.), then you 
should consider purchasing additional equipment to 
enable you to keep your labor in-house. 

Payroll accounts. Productive personnel should 
not exceed 33 percent of total sales. Other personnel, 
including supervisors, should not exceed 25 percent 
of total department sales (not including sublets). 
Overtime dollars are usually paid out because of poor 
scheduling or insufficient technician training. 

Advertising accounts. The advertising budget 
for service departments should not exceed 4 percent 
of monthly customer-paid labor. (Don’t forget to uti- 
lize the manufacturers’ advertising assistance pro- 
grams.) 

Equipment purchases and maintenance. 
Whenever you are looking to purchase a piece of 
equipment, make sure: (1) you are not overbuying; (2) 
you don’t already have a piece of equipment that can 
duplicate its functions; and (3) you are not buying 


‘ n discussions regarding profits, dealers and 


“lights and sirens” but rather functional apparatus. 
Compare prices and call the factory distributors to 
see if they sell direct. Also check local papers and 
notices for auctions of used equipment. 

Keeping equipment in good operating condition re- 
duces the need for replacement and repairs. When re- 
pairs are necessary, look at the problem before call- 
ing for outside help. Many times your own personnel 
may be able to correct the defect. 

Utilities. Contact the local utility companies to de- 
termine if they have a budget payment system based 
on past use. This will enable you to avoid the seasonal 
highs and lows of bills that sometimes can distort a 
departmental profit picture. 


Invest in a clock thermostat to closely control heat- 
ing costs. If the technicians in your shop work from 8 
a.m. to 5 p.m., make sure that the shop lights and 
compressor are on only during those times. What 
usually happens is that the porter who comes in at 7 
a.m. turns on all the shop lights, and the lights stay 
on until the last person leaves the building at night. 
By reducing the operational hours of the lights to 
only the needed time, you can greatly cut your bills. 


Shop supplies. Control shop supplies by keeping a 
counter slip for each technician at the parts window. 
Each time a man needs a can of lube, he must bring 
back an empty and sign for the new one on his counter 
slip. At the end of the pay period, the service manager 
reviews and initials each slip. Then the shop slip is to- 
taled, taken out of parts inventory and charged to the 
service department. By using this method you can see 
exactly how much of each item each man is using and 
the technician has less of a tendency to take a can 
home or “lose” it. (Many states regulate how direct 
expenses are passed on to consumers. Check local 
laws.) 


Cost control in the shop is only as effective as the 
system that monitors it. All the guidelines in the 
world won’t help if there is no one to supervise them 
and make corrections as they become necessary. 

Remember: no matter how high your income goes, 
if your cost of generating that income grows at the 
same rate, your profit margin will never grow. a 


This column is prepared exclusively for AE by Ron Joffe, Service Director, Straub Motors, Inc. All questions or comments pertaining to this column should be mailed 
to: The Service Department, automotive executive magazine, 8400 Westpark Drive, McLean, VA 22102. 
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FREE INFORMATION 
FOR 
AUTOMOTIVE EXECUTIVE 
READERS 


READER SERVICE 


When you want more information about products and services advertised or featured 
in this issue, just circle the numbers which correspond to the information you would like 
to receive on one of the adjoining cards. 


The advertisers and their corresponding numbers are listed below. Circle numbers appear at the 
bottom of each advertisement and “Showcase” item. 


Then drop the card in the mail (we’ll pay the postage). Two cards are provided for your 
a convenience—one for you and one for your managers. Please pass one along. 


PRODUCTS AND SERVICES SHOWCASE — NEW PRODUCT SECTION 


Circle No. Advertiser Page No. Circle No. Company 
| Adesco Cover Ill 80 E&G Classics, Inc. 20 
2 Atlanta Auto Auction 43 81 Momo Accessories 20 
3 Baldwin United Leasing 3 82 Cars & Concepts 20 
4 Brasher’s Auto Auction 43 83 BAF Industries 20 
5 Commonwealth Auto Auction 43 84 Quaker State Oil 
6 Concord Auto Auction 43 Refining Corp. 20 
7 Continuous ProtectionPlan 13 85 Whistler 20 
8 E & GClassics 23 86 Automotive International, Inc. 20 
9 ESP 41 87 Tuff-Kote Dinol 20 
7+ 10 Joe Girard 50 88 TotalSystems Technology 20 
11 GMAC 4 89 CTAManufacturingCorp. 51 
12 Grand Rapids Auto Auction 43 90 Crysteel Mfg., Inc. 51 
13 International Autocare 91 UVP, Inc. 51 
Services, Inc. 47 92 Hollandia Sunroofs, Inc. 51 
14 Lighting Systems 33 93 FMC Corp. 52 
15 Oakleaf Cover IV 94 Eclipse Systems, Inc. 52 
16 PADE 43 95 NorthwestEnergy Systems 52 
17 Ridgeway 46 96 Benwil Industries 52 
18 RVIA i 
19 Southern Auto Auction 43 
20 Thermoguard 8 
21 United Dealer Group 11 
/ 22 Universal Underwriters Cover Il 
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business_ 
In Print 


“Long Distance for Less;” by Robert Self; 
The Telecom Library; New York, NY; 1981; 


a 
336 pages; $75.00. 
nce or twice a year I like to explore the world copies of the updated information as it arrives and 
of the small specialty publishing houses. In paste them in the book. This method of conversion is 
most instances, it’s hardly worth the effort, interesting, but it tends to be awkward and at times 
but sometimes, I'll find a real gem such as “Long Dis- confusing. However, this is one of the book’s few weak 
tance for Less.” spots. 
Subtitled, “How To Choose Between Ma Bell and Is the book worth its expensive price? Based on my 
Those ‘Other’ Carriers,” this book would have been own experience, I’d say that it should be able to save 
impossible to compile as recently as five years an average business more than the purchase price in 
ago...and nearly impossible just three years ago. phone bills. And any book that can save you more 
However, recent court decisions and legislation have than 100 percent of its cost makes a powerful state- 
drastically changed the situation so that AT&T’s Bell ment. LJ 
System is no longer the only game in town. 
as wai seo ccna Sxpectod, the arrival ot Here are the current Top Ten best-selling books for busi- 
genuine competition has brought about a great deal ness. The list is based on sales figures obtained from retail | 
of confusion. For example, Bell’s intrastate rates for bookstores throughout the United States. 


direct-distance-dialed (DDD) phone calls are gener- 
ally, though not always, cheaper than the competi- 
tions’. Similarly, the rates charged by Bell’s long dis- 
tance competitors (MCI, SPC, ITT and Western 
Union) are generally, though not always, cheaper 
than the Bell System’s. 

The bottom line for all of this is that the book 
achieves something that borders on the near- 
miraculous: it brings both order and clarity to a very 
confusing subject. The author accomplishes this in an 
interesting, businesslike fashion that’s free of 
gratuitous slams at AT&T or Bell, and without public 
relations puffery for the competing telecommunica- 
tions companies. The book contains simple, clear 
analysis of the advantages and disadvantages of each 
system, and guidelines to help you tailor an analyti- 
cal checklist for your own business. 

The author and the publisher are also to be com- 
mended for displaying arare bit of courage. Recogniz- 
ing that phone systems, like businesses, come in all 
shapes and sizes, the book offers a guide to the chap- 
ters that are most applicable to the reader’s needs. 
Only certain categories of readers are encouraged to 
read the entire book. Any author who tells time- 
pressed businesspeople which chapters of the book 
they may wish to skip deserves all of our thanks. 

Strictly speaking, this work really isn’t a book in 
the classic sense. It’s a hybrid combination of how-to 
book, reference manual and ongoing information ser- 
vice. Because much of the information offered is quite 
literally changing weekly, periodic updates are 
planned. The reader is encouraged to make photo- 


1) “A Book of Five Rings;” by Miyamoto Musashi; Over- 
look Press; $5.95-(1)* 
A 16th-century swordsman has some advice for 
businessmen. 
“The Soul of a‘New Machine;” by Tracy Kidder; Avon; 
$3.95 (6)7 
The creation and awakening of the microcomputerized 
age. 
“William E. Donoghue’s Complete Money Market 
Guide;” by William E. Donoghue with Thomas Tiiling; 
Bantam Books; $3.50 (2)+ 
Comprehensive “how to” for money-market investors. 
“The Official MBA Handbook;” by John Fisk and 
Robert Barron; Simon & Schuster; $4.95 * 
A satirical look at business and business schools. 
“What Color Is Your Parachute?” by Richard N. Bol- 
les; Ten Speed Press; $7.95 (5) 
How to change careers and jobs. 
“Theory Z;” by William G. Ouchi; Addison Wesley; 
$12.95 (3) 
How to boost business productivity. 
“Strategic Investing;” by Douglas Casey; Simon & 
Schuster; $15.95 (4) 
A speculator advises on investments. 
“Inflation Proofing Your Investments;” by Harry 
Browne and Terry Coxon; Warner; $3.95 (7) 
How to prevent dilution of invested capital. 
“You Can Negotiate Anything;” by Herb Cohen; Lyles 
Stuart; $12.95 (9) 
How to gain the competitive edge. 
“How to Become Financially Successful by Owning 
Your Own Business;” by Albert J. Lowry; Simon & 
Schuster; $14.95 (8) 
How-to techniques for budding entrepreneurs. 
= indicates last issue’s position 
= indicates a paperback previously on the list as a 

hardcover edition 

= indicates a book’s first appearance 
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This column is prepared as an automotive exclusive for AE by Henry Holtzman, a nationally known business writer. All comments or questions 
pertaining to this column should be mailed to: Business in Print, automotive executive magazine, 8400 Westpark Dr., McLean, VA 
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4 6 articipating in this 
program has helped 
me improve profita- 


bility in all areas of my dealer- 
ship,” says Tom Skinner, Skinner 
Chevrolet Co. Inc., Clay Center, 
KS. “Now that I’ve tried it, I 
wouldn’t be without it.” 

“This is the first opportunity 
I’ve had to talk at length with 
dealers my own size,” says Jack 
Walz, Walz Buick-Olds-GMC, 
Winona, MN. “You can really 
learn a lot by discussing with 
other dealers how they conduct 
business.” 

What are these dealers raving 
about? They’re enthused over 
NADA’s new Mini-Group pro- 
gram, launched on a trial basis 
last February at the national con- 
vention in Atlanta, GA. A varia- 
tion of NADA’s highly successful 
20-Group program, Mini Groups 
are designed specifically to meet 
the needs of smaller volume deal- 
ers (300 or fewer new-car sales per 
year). They provide dealers with 
virtually the same performance 
analysis services as the 20 Groups, 
but on a somewhat smaller scale. 

“Small-volume dealers are the 
ones who most need the kind of in- 
formation and interaction a 20 
Group can provide,” says Steve 


if Services 


by Gary James 


Markart, the program’s coordi- 
nator. “We’re trying to reach a 
larger portion of our membership 
with this service, and make it 
easier for them to improve their 
operations.” 

To meet that goal, NADA re- 
duced the size and frequency of the 
normal 20-Group format to make 
it more suitable for small dealers. 
The size of a Mini Group is limited 
to 10 to 15 dealers, each with an 
average volume of about 200 new 
cars per year. Mini Groups meet in 
1'4-day sessions, while 20 Groups 


convene for 3-day sessions three 
times a year. One Mini-Group 
meeting is held each year at 
NADA headquarters in McLean, 
VA; another may take place at the 
national convention site. 

These changes have made the 
Mini Groups more accessible— 
and affordable—to small dealers. 
The yearly charge for Mini-Group 
membership is $300 (compared to 
$1,020 for 20 Groups), plus a 1- 
time setup fee of $125. “If you’re a 
typical small-volume dealer, 


you're probably closely involved in 
| 39 


every department of the dealer- 
ship,” Markart says. “Most likely, 
you don’t have the luxury to at- 
tend a 20-Group program. It’s sim- 
ply too hard to take that much 
time away from the business.” 

For the most part, the structure 
and substance of Mini Group 
meetings are patterned closely 
after those of the 20 Groups. In 
both, dealers handling like makes 
and similar volumes gather for in- 
tense work sessions at which man- 
agement ideas are freely ex- 
changed. Dealers operating in the 
same geographic area are not 
grouped together so that business 
rivalry (or collusion) does not be- 
come an issue. Sessions are headed 
by an NADA consultant with 
years of retail automotive experi- 
ence. 

A major portion of every Mini- 
Group meeting is devoted to 
analyzing the members’ composite 
financial reports. A dealership 
composite is a computerized 
analysis of all the participants’ fi- 
nancial statements. Broken down 
in detail are figures on new- and 
used-car sales, parts movement, 
service volume, body shop opera- 
tions and cash and receivables. 
With a glance at the composite, a 
dealer can evaluate his perfor- 
mance in relation to other dealers 
in the group. 

Mini Groups, like 20 Groups, 
rely heavily on profit centering as 
a technique for improving produc- 
tivity. The profit-centering con- 
cept allocates revenues and ex- 
penses directly to the department 
that generates them. On the com- 
posite report, variable, semi-fixed 
and fixed costs are grouped and 
analyzed by department, and for 
the dealership as a _ whole. 
These numbers give dealers a 
realistic look at their cost to sell— 
“a look many have never taken be- 
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fore,” Markart says. 

“Back at the dealership, it’s 
often hard to find the time to study 
financial statements properly,” 
says Jack Walz of Walz Buick. “At 
the Mini-Group meetings, there 
are no distractions, so I can really 
get inside the numbers to see how 
the dealership is doing.” 

Each Mini-Group member is 
provided with a quarterly com- 
posit statement summarizing the 
performance of individuals in the 
group. This enables the dealers to 
track their business’s progress in 
relation to that of their colleagues. 
“Because many of the reports are 
ranked from best to worst, I can 
immediately see whether or not 
I've improved,” Walz says. “It 
creates some healthy competitive- 
ness between members of the 
group.” 

But Mini-Group members also 
pool their efforts to help each other 
solve problems. At every meeting, 
part of the time is_ spent 
brainstorming. In_ roundtable 
fashion, each dealer is asked to 
describe at least one troublesome 
problem that he’d like help on. The 
rest of the members then share 
their own experiences—either 
good or bad—and suggest possible 
remedies. In effect, a Mini Group 
serves as a management consult- 
ing team for its members. 

“Small-town dealers, like my- 
self, are often reluctant to make 
changes,” says Tom Skinner of 
Skinner Chevrolet. “You get used 
to doing things one way for 20 
years, and it gets kind of hard to 
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even consider doing it differently. 
I’ve found that by getting together 
with other dealers in similar cir- 
cumstances, it’s easier to see that 
maybe there is a better way worth 
trying.” 

Jack Walz says the two sessions 
he’s participated in so far have 
pointed out a few weak spots in his 
dealership. “When you're going 
over a composite with a dozen 
other dealers it’s pretty hard to 
hide anything... you’ve got to 
come clean.” 

One area where Walz decided he 
needed to make some changes was 
in the parts department. “You 
often don’t realize how much 
money you're wasting until you 
study the figures,” he says. “In 
our case, we have too much 
up in excess parts inventory. 
We’re going to conduct a complete 
inventory soon, and move out our 
obsolescent parts. We’re going to 
find out exactly which items aren’t 
moving at a sufficient rate.” 

Another idea that has proven 
useful back at Walz’s dealership 
came from the “NADA Ideabook,” 
a collection of the best ideas from 
20-Group sessions. Walz’s service 
writers have started filling out a 
26-point maintenance checklist on 
every car that comes through the 
backshop. “It’s unbelievable the 
amount of extra work you can sell 
on brakes, shocks, hoses, etc.,” 
Walz says. “We put the list in all 
our customers’ cars, and it lets 
them know we care about their 
service needs.” 

Because of tight cost controls 
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“In effect, a Mini Group serves 
as a management consulting 
team for its members.” 
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and aggressive merchandising, 
Walz Buick-Olds-GMC is solidly 
in the black this year. “We’re close 
to last year as far as sales,” he 
says, “but way ahead as far as prof- 
its. The Mini-Group program has 
certainly helped.” 

Don Charbonneau, Charbon- 
neau Buick-Pontiac-GMC, Dic- 
kinson, ND, says Mini-Group par- 
ticipation has enabled him to see 
some of his business practices 
more clearly. “For a long time, we 
were on a 50/50 pay plan with our 
mechanics,” he says. “I knew it 
was bad, but I didn’t know how to 
get off it. | was afraid that the mi- 
nute I made a change all my 
mechanics would quit.” 


After talking with his fellow 
dealers and some of the NADA 
consultants in the program, how- 
ever, Charbonneau realized he 
couldn’t afford not to make the 
change. On August 1, his dealer- 
ship switched to a flat-rate pay 
scale. “I lost one _ valuable 
mechanic,” he says, “but two more 
stepped in to take his place. It’s too 
early to judge exactly how much 
money we'll save on the new sys- 
tem, but I have no doubt it will 
make us much more competitive.” 


Charbonneau says the good ex- 
periences he’s had with the Mini- 
Group program will probably lead 
him to join a regular 20 Group in 
the near future. “Before I partici- 
pated in this one, I was scared to 
jump in with bigger dealers. But 
now, even though I’m still small, I 
can see how I'll benefit from the 
sharing that takes place at these 
meetings.” 

Currently, Mini Groups are 
being offered to Chrysler, Ford 
and GM dealers. The program will 
be open to other line groups in ’83. 
Nearly 100 dealers will partici- 
pate in the pilot program this year, 


and if feedback continues to be as 
positive as it has been, the pro- 
gram will be offered on a perma- 
nent basis. And right now, that 


SAVE MIONEY! 


With Products from ESP 


seems a good bet. 

For further information about 
the Mini-Group program, call 
(703) 821-7273. LJ 


NOW NEW FROM ESP 
STT-A Automatic Thermostat Setback Control 


This system consists of the STT-A Control with seven-day timeclock and 
built-in thermostat, a relay for each existing thermostat and remote zone 


thermostats where needed. 


Simply pre-program the timer to reduce air conditioning or heating during 
the non-work hours of your business. Take the human error out of heating 


and air conditioning! 


STT-A will pay for itself in less than 6 months and works especially well with 


our recirculating fans. 


For more facts and purchasing information call the ESP TOLL FREE 


number listed below. 


Save Up to 40% of Heating Fuel Costs 


The ESP Energy Recirculating System gently forces the heat 
down to the floor to keep the thermostat satisfied. This greatly 
reduces the number of times your furnace is called on for heat. 


800-548-7199 
IN MONTANA e 406-252-0480 


WRITE: 
ENERGY SAVINGS PRODUCTS 
P.O. BOX 311 
BILLINGS, MONTANA 59103 


For more information circle # 9. 
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BLOCK 


Behind the Scenes at PADE 


transporting devices so common in science-fic- 

tion literature. Wouldn’t it be nice to have 
Scotty “beam” us to where we need to go? I enjoy visit- 
ing the various auctions, but it is a time-consuming 
exercise. I sometimes find myself taking the easy way 
and making repeat calls upon auctions located 
nearest our office. When Pete Murray took office as 
National Auto Auction Association (NAAA) presi- 
dent last year, he told me he hoped to visit every mem- 
ber auction! I quietly wondered how many terms he 
planned to serve. 

On September 15, I was privileged to be the guest of 
Jake Hershey who, with his family and staff, was cel- 
ebrating the 25th anniversary of the Pennsylvania 
Auto Dealers’ Exchange (PADE). PADE and I have 
something in common: 1982 is my 25th year with 
NADA. I am sure Jake has enjoyed his 25 years as 
much as I have enjoyed mine. 

At lunch, one of the guests commented as to “what 
Jake had received from his 25 years.” I feel he was re- 
ferring to material success. I later asked Jake if 
perhaps the satisfaction of a job well done was not the 
real reward, and he agreed completely. There is 
surely pleasure to be derived from creating some- 
thing from nothing. Many of you older owners started 
from scratch so you know what I am talking about. 

Let’s consider Jake and his family at this 
time ....and PADE is “family.” There are Jake and 
his wife Esther; two sons, Jake Jr. and John; two sis- 
ters, Ruth Wolfgang and Rhea Grissinger; two 
brothers-in-law, Bud Wolfgang and Jack Grissinger; 
and Skip Wolfgang, a nephew. I am sure I have 
missed at least a half-dozen assorted cousins, but I 
was there just a few hours. 

The Hersheys at one time owned a small “five and 
ten” variety store. Jake felt he was not going to be 
happy in that type of business and decided to get into 
something else. It is not clear to me why he chose to 
open an auto auction, because he had no experience 
at all in the auto business. But property was ac- 
quired, and the business opened. 

On the first sale day, there were 156 cars consigned 
and about 50 were sold. Jake recalls these first cars as 
being “older” cars! The first car sold at the auction 
was owned by a dealer named Ray Wilhide, who is 
now retired. It was purchased by Bill Leister of Man- 
heim. To say those first years were anything but easy 


i t is unfortunate we do not have some of the 


Auction Block is prepared exclusively for automotive executive by James “Harry” Lawrence, editor of the NADA Official Used Car Guide. All comments or ques- 


may bring back memories to those of you who had the 
same beginnings. Jake’s wife Esther remarked how 
utterly unprepared they were; no one had thought 
even to buy simple office supplies! 

PADE just opened two new lanes, for a total of six. 
The entire facility includes 52 acres. Rudisill’s, an in- 
dependently operated reconditioning center, is also 
on the property. My experience with on-site inspec- 
tion of auctions may be limited, but I can tell this is 
an attractive and efficient facility. It is also obvious 
the Hersheys are in business to stay, because there is 
ample room for expansion. I do not know what condi- 
tions were like in the York area 25 years ago, but 
Jake was either very lucky or had excellent foresight. 
PADE is, to say the least, well-located. You do not 
need an Indian guide to find it. 


A few comments about the anniversary sale. PADE 
had 1,067 cars consigned and sold 774. This was the 
biggest consignment in the auction’s history, and 
Jake wondered how the high-volume operators can 
do it week after week. I am inclined to believe that 
the Hersheys will some day look upon 1,000 cars as 
routine. One interesting item: a 1976 Thunderbird 
with 5,000 miles brought $5,875 at this sale. 


Of course, since it was a birthday party, PADE pro- 
vided “favors.” The early birds enjoyed a complimen- 
tary continental breakfast, hosted by Jake’s mother, 
Mary Glatfelter. She not only oversees the food de- 
partment at PADE but also serves as chairman of the 
board. PADE provided 1,000 plastic souvenir mugs 
and an equal number of baseball caps. The place was 
crowded; I would guess there were about 2,000 
people, but it is hard to estimate. In addition to the 
mugs and caps, PADE gave away $3,000 in cash 
prizes. Some party! 

Before I forget, let me recognize two industry nota- 
bles who were present—Len Sweeney of Avis and Bill 
Ewing of Leaseway. 

To close on a personal note: The Hersheys are 
warm and friendly people. They make you feel com- 
pletely at home, and even on the busiest day in their 
history they all had time to visit. I guess the most im- 
pressive thing about the Hersheys is what others 
think of them. Once, when I questioned a sales figure, 
a rather hard-nosed operator said bluntly, “If Jake 
tells you he sold 99 percent, then he sold 99 percent 
and that is all there is to it.” ‘a 


tions pertaining to this column should be mailed to: Auction Block, automotive executive magazine, 8400 Westpark Dr., McLean, VA 22102. 
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SERVING FLEET 
ACCOUNTS SINCE 1957 
SEED Gane 


PENNSYLVANIA 
AUTO DEALERS’ EXCHANGE, INC, 
P.O. Box 41 @ York, Penna. 17405 


PHONE (717) 266 - 6611 


BRASHER’S AUTO AUCTIONS 
Three full-service auto auctions. . . 
complete reconditioning & com- 
pany-owned transports. We wel- 
come dealer, fleet and lease busi- 
ness. Member NAAA and NAFA. 

Salt Lake. Sale every Wednes- 
day at 11:00 a.m. 460 Orange St. or 
P.O. Box 16025, Salt Lake City, UT 
84104. Telephone: (801) 973-8715. 

Sacramento. Sale every Tues- 
day at 11:00 a.m. 4300 West Capi- 
tol Ave., P.O. Box 405, West Sacra- 
mento, CA 95691. Telephone: 
(916) 371-4300. 

Southern California. Sale every 
Thursday at 11:00 a.m. 10700 Beech 
Ave., P.O. Box 870, Fontana, CA 
92335. Telephone: (714) 822-2261. 


Concord Auto Auction 
Hosmer St. off Rt. 2, Acton, MA 01720 
(617) 263-8300 


Friday is Concord 


Over 1,000 cars on Friday 
Guaranteed Checks and Titles 
Limo Service to and from Airport 


COMMONWEALTH AUTO AUCTION 
Metro Philadelphia’s Finest! Sale 
every Thursday, 10:30 a.m. Full 
Recon Center and pick-up/delivery 
are part of our complete service for 
fleet/lease operators. Call Ken 
Kimball, (215) 328-7100, for details. 


GRAND RAPIDS AUTO 
AUCTION, INC. 
2380 Port Sheldon Rd. 

Jenison, MI 49428 
Tel: 616-669-1050 
Bart Knapp 
V.P. Fleet and Lease 
Member NAAA, Tuesday Noon 


SOUTHERN 


AUTO AUCTION 


RT. 5, WAREHOUSE PT., CT. 
There‘s an Auction Every 
Wednesday at Southern 
Larry Tribble & Bob August 

203-623-2617 


THE MARKETPLACE PATRONIZED 
BY MORE FRANCHISED DEALERS 


Col” Red" Oak 
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SALE EVERY THURSDAY 


10:00 A.M. 


Airport Service 


Atlanta Auto Auction 


4900 Butfington Rd., Red Oak, Ga. 30272 + (404) 762-9211 


There is a road. 


Many cancer patients need 
transportation to and from 
treatments. That's why the 
American Cancer Society 
has formed groups of volun- 
teers across the United 
States who give a few hours 
of their time each month to 
drive them. The road to 
tecovery.can be a Jong and 
_ difficult one, but it can be 
_ that much easier when 
there are friends who can 
~ help along the way. 
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Irving Blackman 


Deducting Educational Expenses 


little-known technique can make your chil- 

dren’s college education deductible. Impos- 

sible? Not only is it possible, it’s legal as 

well. The technique is built around the use of “inter- 
est-free loans.” 

The basic concept is simple: remove income from 
the top of your taxable income pile and divert it to a 
zero- or low-tax-bracket family member. The differ- 
ence (in percentage) between your top tax bracket 
and your family member’s tax bracket is your sav- 
ings. 

The easiest way to understand the concept is by ex- 
ample. Say Father loans Son, an adult, $50,000. (If 
Son is a minor, the loan would be made to a trust for 
his benefit.) Father takes back a demand note (this is 
a must, but do not specify a due date) with no interest 
(also a must; do not use even a low interest rate). Son 
invests the $50,000 and earns $5,000 per year. Re- 
sult: Son has $5,000 in income; Father has none. 
Father’s income has been effectively transferred 
from a high- to a low-bracket taxpayer. If the differ- 
ence between Father’s and Son’s tax brackets is 40 
percent, the family unit saves $2,000 per year. 

This result is backed up by a very important case 
(Crown vs. Comm. 585 F.2d 234), and because of it the 
technique is simply called a “Crown loan.” The 
Crown loan allows every taxpayer to get high-priced 
results at low cost. This time it is the IRS—not you— 
that is helpless. 
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Stock market upturn offers tax opportunities. 
Do you own stocks or bonds that show paper losses? If 
so, read on. There are ways to profit tax-wise from 
loss securities. 

The most common method is to turn the securities 
with paper losses into real deductible tax losses. This 
is easy. Sell those bummers. The next step requires a 
bit of caution. You can buy back similar, but not sub- 


stantially identical securities, immediately. If you 
want to buy back the same securities you sold, how- 
ever, you must wait 30 days before repurchasing. If 
not, the IRS will disallow the loss on the initial sale. 

Another way to profit from sagging securities is to 
give them to younger family members. The depressed 
price means you will use up a smaller amount of your 
unicredit (the credit that allows you to eliminate a 
certain amount—$225,000 in 1982—from gift and es- 
tate taxes). If you can use the current loss, sell the 
securities first; then gift the proceeds. 

This is still an ideal economic climate in which to 
gift stovk of a closely held business. One of the key 
factors in valuing such stock is comparing your stock 
to the price at which companies in a similar business 
might sell. Uncertainty is another important factor. 
Even though the stock market is beginning to re- 
bound after a string of lousy years, uncertainty still 
overshadows the entire economic picture. This uncer- 
tainty depresses the value of your closely held stock. 

Several changes in tax law brought about by the 
Economic Recovery Tax Act of 1981 have made 
lifetime gifts a more valuable tool for transferring 
wealth. The biggest change was in the annual gift 
tax, which has been increased from $3,000 to $10,000 
per donee. If the donor’s spouse joins in the gift, the 
annual exclusion is $20,000. 

The numbers can be interesting: a gift right before 
year-end (in 1982) and right after year-end (in 1983) 
to three donees can move $120,000 of closely held 
stock out of your estate. Since the lowest estate tax 
bracket is 37 percent, substantial savings are possi- 
ble. 

Of course, you must act before the stock market 
reaches higher levels for any substantial length of 
time. If the stock market maintains a significant up- 
ward trend before you transfer your closely held 
stock, the cost of a transfer down the road could turn 
into a tax disaster. Simply put, you now have a win- 
dow of time that offers a tax-savings opportunity; the 
window may be closing, however. LJ 


This column is prepared as an automotive exclusive for AE by Irving Blackman, certified public accountant and attorney. All comments or questions pertaining to 


this column should be mailed to: Blackman, Kallick & Co., 180 N. LaSalle St.. Chicago, IL 60601. 
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nce again, it’s that time of year—time to start think- 

ing about the upcoming NADA Convention. And, in 

particular, it’s time to consider the educational ben- 
efits associated with this annual meeting. 
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The workshop schedule for the 
1983 NADA Convention in Las 
Vegas, NV, has been finalized, and 
the lineup is impressive. Among 
the offerings are sessions covering 
the 1981 tax act, computer selec- 
tion, service merchandising, leas- 
ing opportunities and franchise 
succession rights. Other sessions 
will address body shop problems, 
parts control and used-car sales. 
During convention “week,” Feb- 
ruary 12 to 15, 27 workshops in all 
will be held. As always, they are 
designed to provide dealers and 
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When Sales Are Down, 


SUPERIOR PRODUCTS 


to clean and protect finishes and fabrics inside and out. 


EASY APPLICATION 


to reduce your labor costs on every vehicle. 


IN-HOUSE SALES TRAINING 


to boost your closing ratios. 


FLEXIBLE PROGRAMS 


to meet your unique needs without franchise fees or rigid kits. 


OEM RANGE OF PROFIT 


to keep your cost of sales below 15% 


800-438-3339 Nationwide 
800-222-2171 in N.C. 


R.C.1. 
P.O. Box 340, Catawba, NC 28609 


managers with proven formulas 
for running better businesses. 
NADA’s workshops have been 
helping automotive executives im- 
prove profitability for many years. 
Starting this year, however, 
NADA offers workshop attendees 
more than just an educational ex- 
perience. As a result of a new part- 
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A Subsidiary of Frank B. Fuhrer Holdings, Inc. 


wood, and they must pay the dif- | 
For more information circle # 17. 


nership with Northwood Institute, 
participants in NADA manage- 
ment education programs will now 
receive continuing education 
units (CEUs) for their work. All of 
the NADA Convention work- 
shops, ATD workshops and Dealer 
Candidate Academy courses qual- 
ify for the special credit. 

For every 10 hours in one of 
NADA’s approved learning pro- 
grams, participants will receive 
one continuing education unit. 
Certificates acknowledging CEU 
credits will be awarded to partici- 
pants as they are earned, and a 
permanent record of all NADA 
course completions will be main- 
tained at Northwood Institute’s 
Midland, MI, campus. This record 
serves as an ongoing history of an 
individual’s self-improvement ef- 
forts. Once a year, a transcript list- 
ing completed coursework will be 
sent to all participants. 

The administration cost for the 
CEU program is being shared by 
NADA and Northwood Institute. 
There is no charge for applying for 
CEU credit nor for any record- 
keeping services. “The goals of 
NADA and Northwood,” says Geo- 
rge Lyles, president of NADA, 
“are to offer ways for individuals 
to be more knowledgeable on the 
job, and to further professionalize 
the entire automobile industry in 
the process.” 

The CEU program also encour- 
ages dealers and managers to pur- 
sue long-range educational goals. 
From now on, workshop partici- 
pants will be able to apply the 
CEUs they earn at NADA conven- 
tions toward credit in one of the 
several automotive-related degree 
programs Northwood offers. To ob- 
tain such credit, participants must 
apply and be accepted at North- 
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ference between regular tuition 
and any CEU charge. Generally, 
14 hours of NADA workshop ex- 
perience (1.4 CEUs) translates 
into one college credit at North- 
wood. In some cases, additional 
coursework will also be required. 

A variety of study options are 
available for completing other 
courses required for various de- 
grees. “Many individuals who 
don’t have the time to attend tradi- 
tional classes have improved 
themselves and their careers 
through this type of plan,” says 
Edgar Madden, dean of North- 
wood’s Midland campus. 

Dealers can start accumulating 
CEU credits at the upcoming 
NADA national convention. To re- 
ceive CEU credits, an individual 
must attend a minimum of four 
sessions from any of the following 
groups: : 

Sales and leasing. “Managing 
the New-Vehicle Department,” 
“Professional Selling,” “The Best 
Used-Vehicle Ideas From NADA 
20 Groups,” “The Used-Car Auc- 
tion,” “Opportunities in Leasing” 
and “Advertising Dollars and 
Sense.” 

Service, parts and body. “Ser- 
vice Merchandising,” “Service 
Management,” “Parts Marketing 
and Control,” and “Body Shop 
Building.” 

Business and money. “Smart 
Money Management,” “F&I Profit 
or Loss,” “Expense Controls,” “In- 
ternal Controls,” “Chain Opera- 
tions,” “The Economic Recover 
Tax Act and Its Effect on the Deal- 
ership,” “Industry Trends” and 
“Computer Selection.” 


Human relations. “Dealer 


Image in the Community,” “Elimi- 
nating Manager Burnout,” “Suc- 
cess—Not Stress—At Home and 
Psychology of 


Work,” “The 


Change,” “Common Pitfalls of Es- 
tate Planning,” “Saving Estate 
Taxes on Dealership Transfers,” 
“Use of Trusts in Dealers’ Estate 
Plans,” “Franchise Succession 
Rights” and “How to Be a Better 
Communicator.” 


Five workshops are also sched- 
uled for the 1983 American Truck 
Dealers (ATD) Convention, which 
will be held April 9 to 12 in Boston, 
MA. CEU credit will be awarded 
for attending four of the following 
ATD workshops: “Managing the 
Sales Department,” “Cash Man- 
agement,” “Developing a Com- 
petitive Parts Department,” 
“Strategic Planning for Truck 
Dealers” and “Service Personnel.” 
Two service seminars for truck 
dealers held this fall by ATD also 
qualified for continuing education 
credit. 


In addition, students in NADA’s 
Dealer Candidate Academy will 
also be able to obtain CEUs for 
their coursework. The NADA 
Academy, a school for providing 
dealer successors with manage- 
ment skills, consists of six inten- 
sive seminars followed by in-deal- 
ership work experience. Begin- 
ning with the ’83 classes, 20 CEUs 
will be awarded to each student 
who completes the 12-month pro- 
gram. Three classes are scheduled 
for next year: Class 10 begins Jan- 
uary 10, Class 11 on May 9 and 
Class 12 on September 12. 


As you can see, NADA con- 
tinues to expand its efforts to pro- 
vide dealers with the latest busi- 
ness ideas and skills. The new 
CEU program is an important way 
of recognizing the hard work and 
time dealers commit to upgrading 
their understanding of the auto- 
motive business world. 


Telephone Sales Trainin 


Dealership 
An old idea with a new twist 
was recently presented during 
an NADA 20-Group meeting. 
Everyone knows that a good 
way to find out how your cus- 
tomers are being treated is to 


call your dealership and see 
how you are treated. This 


same method can be used to 


train employees to sell using 
the telephone. 

Call your dealership and act 
like a customer who is inter- 
ested in buying a new car or 
truck. Tape the conversation. 
Ask questions about gas mile- 
age, vehicle maintenance, 
price availability, etc. Later, 
take the salesperson aside, 
play the tape, and discuss the 
strong and weak points in the 
conversation. 

@ Did the salesperson ask 
for the name and telephone 
number of the caller? 

e Did the salesperson sell 
himself, the dealership and 
the product? 

e@ Did the salesperson know 
the maintenance schedules for 
all vehicles? 

@ Did the salesperson know 
the EPA ratings for each vehi- 
cle? 

© How many times and for 
how long were you put on 
“hold” or transferred? 

If you notice that an employ- 
ee is not following dealership 
sales policy, don’t get angry. 
Instead, discuss how his or her 
sales techniques could be im- 
proved. Also take a look at 
your training program. It’s 
possible that your employees 
aren't being clearly told what 
you want them to do. 

There are many benefits to 
be gained from this exercise: 
(1) Employees learn that their 
skills on the telephone are im- 
portant to the dealership. (2) 
You have an opportunity to 
evaluate your training pro- 
gram and improve it. 
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Scouting the Markets 


n the last 10 days of September, I called about 

50 of the smaller auto auctions. There were two 

reasons for doing so. First, we wanted to get a 
current reading on the wholesale market. Second, we 
hoped to identify likely interview subjects for a mar- 
ket newsletter we intend to publish. 

One problem in making calls of this type is it is 
hard to reach someone who actually knows what took 
place on auction day. Once you find this person, you 
hope he or she is able to convey to you what is happen- 
ing in the local market. You would be surprised by 
the number of people who have a difficult time put- 
ting thoughts into words. Those of you who have 
reared children through their teens know what I 
mean: “Where did you go?” “Out.” “What did you 
do?” “Nothing.” 

Of course, there are those, thankfully, who do 
know what happened and are willing and able to dis- 
cuss it. Otherwise, telephone interviews can be very 
frustrating. 

Virtually all the auctions reported the same thing: 
consignments were down. Most attributed this to the 
time of year and consumers’ indecision about new 
cars. In the west, auctions were moving 50 to 55 per- 
cent of their cars, while the easterners were running 
in the 60- to 70-percent range with a few touching 80 
percent. This indicates two things: either a poor prod- 
uct mix (too many small cars) or poor product quality. 
The value reports were similar to those of previous 
months; big cars were strong and small cars were 
weak. Clean cars, as always, were in demand. 

One indication of the overall weakness of the market 
was the number of complaints by auctions regarding 
drafts. Slow pay usually signifies a weak market (as- 
suming most of us are honest). One would guess that 
if the practice worsens, some auctions, being unable 
to floorplan dealers, will be forced to forego the draft 
as a debt instrument. 

Most of the small auctions reported that the pick- 
up truck market is still fairly strong. And, in the 
snowbelt, it would seem 4-wheel-drive vehicles also 
continue to be strong. 


Of course, those interviewed made the same obser- 
vation as have others: Used-car business will decline 
in volume until new-car sales improve. How long 
have we been hearing rosy forecasts from Detroit? 
Optimism is great, but before one puts his best foot 
forward he should know what he is stepping into. 
Wishing does not make it so. 

Not too many years ago, used-car values on the 
west coast were uniformly several hundreds of dol- 
lars above the east and central areas of the country. I 
became conditioned to thinking California was $X 
plus $400 and the Northwest was $X plus $600. 
Sharp Seattle wholesalers regularly bought GM cars 
in Michigan and shipped them west by rail. 

Now, however, fleet and factory used-vehicle man- 
agers routinely move late-model cars from the west 
toward the east—as far as Kansas City—and still 
make money. I would guess someone will come up 
with a base value and add the shipping cost to get a 
handle on what is going on and where. For example, a 
weak California market may be base minus $175. 

Smaller new-car dealers, confined to a local market 
or limited by geography, may be able to ignore na- 
tional trends. But I do not see how volume dealers, 
who have easy access to transportation, can afford 
not to give this some thought. You may awaken one 
day to find 300 or 400 California cars in your market 
without the benefit of a Paul Revere nearby shouting 
warnings. 


Everyone is curious as to the effect 1983 pricing 
will have on late-model used cars. As one observer 
noted: The price “decreases” were on cars that 
weren’t selling anyway. We could assume then that 
the market has already discounted the news (as they 
say on Wall Street). 


I do not know how others feel, but I still miss the 
hoopla and excitement of new model introductions. I 
feel the absence of cosmetic model changes is one of 
the reasons why car sales are down. I do not feel many 
people buy cars for function or safety. I think the deci- 
sions are as much emotional as anything. C] 


This column is prepared exclusively for automotive executive by James “Harry” Lawrence, editor of the NADA Official Used Car Guide. All comments or ques- 
tions pertaining to this column should be mailed to: Used Cars, automotive executive magazine, 8400 Westpark Dr., McLean, VA 22102. 
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(Committees from page 33) 


In short, the Board of Directors and 
membership are to NADA what the 
head and heart are to the body. 


(AUTOCAPs), which provide a 
mechanism for review and media- 
tion of consumer complaints in- 
volving auto dealers and manufac- 
turers. There are now 44 AUTO- 
CAP programs in force nation- 
wide. AUTOCAPS have proved 
very popular with the public, and 
they have greatly enhanced the 
image of the dealers who partici- 
pate. The programs are voluntar- 
ily sponsored by state and local au- 
tomobile associations, and the 
function of NADA is to provide 


support services and promotion to 
these associations. 

The Consumer Affairs Commit- 
tee is also working closely with the 
White House on the possibility of 
jointly producing a consumer 
guide to aid in the purchase of used 
cars. In another program with the 
White House, the Communica- 
tions Committee is involved in 
promoting the national seat belt 
and drunk driving campaigns in- 
itiated by this administration. 
NADA has joined with the na- 
tional Highway Traffic Safety Ad- 
ministration, the Automobile Im- 
porters of America and the Motor 


Vehicle Manufacturers Associa- 
tion to develop, produce and distri- 
bute an information and promo- 
tional package to all dealers on the 
benefits of seat belt use. 

In short, the Board of Directors 
and membership are to NADA 
what the head and heart are to the 
body. And in that sense the NADA 
committees might then be called 
the association’s soul. They pro- 
vide the experience and direction 
to make it all work. 

It has been said that “you’ll find 
in no park or city amonument toa 
committee.” Maybe NADA should 
be the first to erect one. LJ 


RISE ABOVE THE SEALANT 
INDUSTRY AND GET INTO THE 
CAR CARE INDUSTRY. 


international AutoCare 


IAS Can Supply: 


Services, Inc. announces the ¢ Car Care Products (Sealants, Rust 


complete car care profit center 
for the smart, aggressive new 

car dealer. IAS supplies, under the 
AUTEC label, not only Sealants and 
Cleaners but Anti-Theft Devices, 
Moldings, Pin Stripes and a host 
of other profit making 

products — all developed to help 
the dealer provide more complete 
services to his customers. Most 
dealer groups, co-ops and chain 
operations qualify for distributor 
pricing. 

“The AUTEC Package assists dealers in 


maximizing profits without 
increasing overhead!” 


Proofing, Cleaners, etc.) 

Pin Striping & Moldings 
Window Tinting 

Anti-Theft Systems & Alarms 
Management/Technical/Sales 
Training 

AUTEC Retail Signage & Identity 
Packages 


MOTECS 


INTERNATIONAL AUTOCARE SERVICES. INC 
PO BOX 246, CATAWBA. NC 28609 


704/376-1133 


CONTACT: DAVE SEARCY OR TOM HOBBY 
FOR MORE DETAILS. 


For more information circle # 13. 
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OE 'GIRA 


Services and 
Sales Aids 
from Girard 


Sales Lectures 
“What's It All About” 
(7 Sales Training Video Tapes) 


“An Experience With Joe Girard” 
(6 Audio Cassette Pkg.) 


Author of 
“How To Sell Anything To Anybody” 
“How To Sell Yourself’ 


(313) 774-9020 


For more information circle # 10. 
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SOMETHING | Does business stress 
ry ee? ry cause high blood 

" Advertised or pressure? 
featured 


' pie Stress on the job is a real problem for most of ys. Many people think 
In) this issue? on ge jobs iatoe hide blood pressure. sf 
Scientists and doctors aren't sure if stress causes high blood 
Use OUI pressure. But, one thing is for sure: anybody, no matter how they 
convenient react to stress, can have high blood pressure. 
t aqge- d If you have high blood pressure, you can control it—with 
Dos g pal medication, weight control, less salt, and whatever else your doctor 
reader SETVICE tells you to do, every day. 
cards. No matter what you do fora living, keep on living. 


i oe ies 248", High blood pressure. Treat it and live. 


National High Blood Pressure Education Program, 
National Heart, Lung, and Blood Institute, 
U.S. Department of Health and Human Services 


a 


FMC’s computer alignment 
system now has track mount 
models available to offer service 
facilities additional installation 
versatility. Model 4045 is for 


twin-track mounting, while 
Model 4046 is designed for 
mounting on a single I-Beam 
track. Manufacturer: FMC 
Corp., Conway, AR. 


For more information circle # 93. 


Eclipse Systems Inc.’s air-dri- 
ven paint agitator keeps parti- 
cles in suspension, resulting in 
better coverage. According to 
the manufacturer, the agitator 
is perfect for spraying metallics 
and other heavy body paints. 
The agitator has been adapted 
to fit Eclipse’s No. 4500 siphon 
cup, which is designed for quick 


disconnection. Manufacturer: 
Eclipse Systems Inc., Franklin, 
NJ. 


For more information circle # 94. 


Information and photographs of products listed in Showcase have bee 


A single-post, above-ground 
service lift, capable of lifting 
up to 4,500 pounds, is available 
from Benwil Industries Inc. The 
model SP-45 provides complete 
access to engine, driveline and 
rear axle on front-wheel-drive 


OSE ...... NEW ON THE MARKET 


Northwest Energy Systems is 
introducing a heat-saving sys- 
tem designed to recirculate 
wasted heat from ceilings to 
floors and work areas. The sys- 
tem uses blowers and flexible 
ducts to bring hot air down 
to the floor without creating 
drafts. Designed for ceilings 
up to 25 feet high, the system 
can cover 2,000 feet of floor 
space. Manufacturer: North- 
west Energy Systems, Bloom- 
ington, MN. 


For more information circle #4 95. 


vehicles, and is also suited for 
most types of rear-drive vehi- 
cles. The SP-45 features 6-foot 
underclearance and stop-and- 
lock at any lift height. Man- 
ufacturer: Benwil Industries 
Inc., Torrance, CA. 
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CTA’s new piston tool expands 
piston ring gap to correct size 


for easy access over the head of 


the piston into proper groove. 
According to the manufacturer, 


the unique feature of this tool 
is its adjustable locking mech- 
anism. Simply slide to de- 


sired diameter to prevent the 
tool from accidentally opening 
too far. The tool adjusts for 
rings ranging in diameter from 
22 to 6% inches. Handles are 
covered with vinyl grips for 
non-slip use. Manufacturer: 
CTA Manufacturing Corp., 
South Hackensack, NJ. 
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The Combohoist Special, an un- 
derbody hoist designed espe- 
cially for multi-use trucks with 
central hydraulic systems, is 
now being offered by Crysteel 
Manufacturing. Operating at 
3,000 psi, the hoist is compati- 
ble with hydraulic systems on 
trucks used for snow plowing, 
sanding and other hydrauli- 
cally operated equipment. Iden- 
tical in design to the original 
high-pressure Combohoist, the 
“Special” has larger diameter 
cylinders, up to six inches, to 
match the lower pressures com- 
monly used. The Combohoist 
Special is available in eight 
models for truck bodies from 
eight to 16 feet long. Capacities 
for these models range from 
seven to 30 tons. Manufacturer: 
Crysteel Mfg. Inc., Lake Crys- 
tal, MN. 
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Hollandia-Sunroofs Inc.’s Sun- 
Slider sunroof is now available 
in America. The 17% x 32-inch 
glass top fits nearly every 
domestic and imported car. 
Water-drain tubes maintain 
the sunroofs watertight integ- 
rity, and a tinted and heat-re- 
sistant glass panel assures cool- 
drive comfort, according to the 
manufacturer. An overhead 


Detection of transmission, 
crankcase and cooling system 
leaks has been refined with a 
new leak detection system 
from UVP Inc. First, one ounce 
of fluorescent additive is added 
to the cooling or lubrication sys- 
tem. Then, after the fluorescent 
additive has circulated, an ul- 
traviolet lamp is used to 
examine for leakage. Any leaks 
will glow a bright yellow 
against the dull blue fluores- 
cence of the surrounding area. 
According to the manufacturer, 
the additives are safe to remain 
in the system. Manufacturer: 
UVP Inc., San Gabriel, CA. 
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turning knob enables the Sun- 
Slider to tilt as well as slide 
open. The angle of the opened 
sunroof is designed to create a 
spoiler effect, reducing wind 
noise and drafts to a minimum. 
The roof is also fitted with an in- 
terior locking system. Manu- 
facturer: Hollandia-Sunroofs 
Inc., Eden Prairie, MN. 
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WINNING THE SERVICE AGREEMENT GAME 


You say that you don’t consider Service Agreements either a game or a gamble? 
You should. 


In anything where there is uncertainty as to the outcome, participation may be considered a gamble. Especially 
when financial risk is involved; and the financial risk involved here is substantial — your reputation and your 
business. In Las Vegas, playing high odds can result in big wins, but you limit the risk of loss by the amount of 
money you bet. A high risk Service Agreement Program can bring losses beyond your ability to either control or 
absorb. 


Consider the Service Agreement odds: 


FOR: 

100° Reimbursement Insurance Policy 

No Current Tax Liability 

Nationwide Sales/Claims Sergice Through 10 Regional Offices 

Major Insurance Company Backing 

F & | Development Programs — Training, Personnel Selection, Testing. 


Kuteres AGAINST: 
‘ ** Limited Insurance Protection: B= 9 

_@ Stop Loss 

e Aggregate Deductible : ; 
e Ultimate Net Loss a oe, 
® Questionable Terms and Conditions’ a 
mh Potential Tax Liabilities 
'va ~—- Limited or ervice or Marketing Assistance 


Exotic ‘Get. uch- Quick”. Schemes, +, 


Review yotr’ctrrent Service Agreement Program 
and see wHat kind of gamble you are taking. Lower 
the odds to a,no-lose situation, callan ADESCO 
professional today — (800) 331-4065. 

ee 


adesco, inc. 


TULSA, OKLAHOMA 
: AND THROUGHOUT THE NATION 
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START YOUR OAKLEAF SYSTEM 
FOR ONLY $7,900 


Just $7,900 starts you computing with the Oakleaf SX-350. As your needs grow, you can upgrade your SX-350 to the Oakleaf 
MP-16, heart of the advanced Automotive Showroom Profit System™ The MP-16 System configuration pictured here with 
MP-16, Winchester Disk Storage System, Modem, SX-350 and four CRT Remote Terminals costs less than $30,000 and can 
be purchased all at once...or one component at a time. Thege area variety of Oakleaf configurations available. One is precisely 
right for your dealership. For more information how Oakleaf Automotive Computer Systems will bring in more buyers a0 
make your dealership more profitable, call Barbara Jennings, National Marketing Department, (800) 423-3681, or 9 
California (213) 993-1223 collect. 


SALESMAN “With 
this Oakleaf terminal, 


OFFICE SECRETARY I can put a better deal DEALER “I chose the 
“My Oakleaf SX-350 together, easier. I al- Oakleaf computer 

is accessing informa- ways know what's in system because its 
tion in our MP-16 to our inventory, and I’m State-of-the-Art 
word process personal- selling more options.” technology makes it 


ized letters to pros- 
pects. I’m told we’re 
selling more cars now. 
Also, I make sure the 
inventory is kept up- 
to-the-minute.” 


flexible, yet it is inex- 
pensive compared to 
other systems. My CRT 
gives me greater con- 
trol over my store.” 


es LES MANAGER 
yee Oakleaf CRT lets 
me manage the deals 
better. It reduces” 
paperwork and gl 
me more time to wor 
with my sales force. 


LEASING MANAGER 


“Tl like being able to 7, 
structure a lease deal ) 
on my own screen 
until it is just right, , 2 
then have the printing \ 


unit in the office do 
the paperwork.” 


ves 


/ 
19737 Nordhoff Place oxi 
Chatsworth, California ve 
(800) 423-3681 (213) 993-1 
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